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ingot symbolizes DeepSilver's difference: extra silver all over plus inlays of sterling at table touch points of most-used forks and spoons. 


let Holmes & Edwards 


DeepSilver 











Made by The International Silver Company, Meriden, Conn. 


sell more silverware for you! 


DeepSilver is no gimmick. It is the best quality, the strongest advertising and the most 
exclusive distribution set-up ever put behind a silverplate line. Its appeal is aimed at the 
middle-millions who want something better than conventional plate or stainless—but who 
can’t afford sterling. DeepSilver is a genuine opportunity for selected retailers to bring new 


profit and prestige to their silverware departments. 





Shecialists N.. 


Baaney qu Bi Diamonds 


Right in the heart of the European market we 
have our own offices constantly combing 

the markets to bring you the best values 

in fancy cut diamonds available. That is 

why hard to find diamonds are always in 
stock at William Levine with prices that 

defy competition. Marquises, emerald 

cuts, pear shapes, triangular cuts and 

heart shapes...all colors every quality 

in the sizes you want, to be shipped 


to you on memo at once. 


William Levine Company 


IMPORTERS AND CUTTERS OF FINE DIAMONDS 


29 East Madison Street ° Phone CEntral 6-3700 ° Chicago 2, Illinois 


Branch Offices: New York . Antwerp 
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Seldom does a fairy tale come true for a jeweler, 
but this one can. We recommend for your reading 
pleasure ‘A Christmas Story for Jewelers,"’ by 
Frank Fortescue, JC-K Associate Editor. If the 
retailer will take this story to heart and act on 
its message NOW, then—come Christmas time— 
he will truly be able to say, Merry Christmas to 


all, and to all a good day! And so... by all 





means turn quickly to page 90. 
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Jaek Hicsebhorn 


WHOLESALER 


Here is our good friend and customer, Mr. Jack Hirschhorn of J. Hirschhorn & Son, 
Seattle, Washington; distributor of Duet Custom Set rings. You can’t see it from here 
but that ring he’s holding has its own built-in diamond setter that enables his retailers 
to make on-the-spot remount sales. Our ‘While You Wait” Duet Custom Set remount 
promotions are creating plus business for the retailer, for Jack .. . and we’re not 


complaining either. 


We would be pleased to send you the name of your Duet Custom Set distributor. 


Gut Cusom Gt " the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 

@ MAKE ON-THE-SPOT REMOUNT SALES. 

@ SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 


KUSHNER & PINES, INC. 15 West 47th Street, New York 36, N. Y. 


* Pat. Pend. 


Cae ne gee 
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THERE'S GOLD IN THEM THAR 
YELLOW PAGES e e@ e FOR JEWELERS. 


Advertising in the Yellow Pages of telephone 
directories has panned out for hundreds of 


successful jewelers across the country. 















That’s because the “Look-in-the- 

Yellow Pages-before-you-buy” 

habit sends nine out of ten people 

to their telephone directories. And that habit 
is continually encouraged by advertising 

in magazines, newspapers and on television. 


Make sure you are represented in the 
Yellow Pages under JEWELERS, 
WATCHES-REPAIRING, GIFT SHOPS and 
other profitable headings. Remember, 


the more you tell, the more you sell. 
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; , ; . , Advertisers of branded products 
Find out more about this effective sales tool. Get in touch with the Clas- ore veing this emblem te tell 


sified Directory Representative at your local telephone business office. prospects how to find their dealers. 
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1°f00 CARAT 34 POINTS of diamonds 
in 40 he Setting 


SINGLE DIAMOND 
23 Point center and 


in this ring . 
| | 11 melee, 1 pt. each 





This size center 





More Sparkle with about '’ the 


*The single diamond and * . 
also the “Spectaculight” diamond weight... % the cost! 
diamond are both natu- 

a a aes eee This is what you've wanted! This is what sells diamonds! More flash for far less 
money. That's the remarkable feat accomplished by this splendid new Karlan and 


reproduced without any 
retouching whatever. rey. i 
A. Losch, Photographer Bleicher exclusive creation! Retailers acclaim “Spectaculight” as the greatest 
diamond volume booster ever. Stock it! Show it! Sell it! 


New York 
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Heart Marquise Pear Man's Ring 
No. 9252/295 


No. 195/4720 engage- No. 137/477068 engage- No. 138/47079 engage- No. 139/47067 engage- 
ment ring. No. 2/477068 ment ring. No. 2/47079 ment ring. No. 3/47067 
wedding ring. wedding ring. 


ment ring. No. 45/4706 
wedding ring. wedding ring. 

America’s leading 

wholesalers proudly 


nin § DLEICHER, I IM. a 


ee See 136 W.52nd ST., NEW YORK 19, N. Y. lock sets, convention- 
large selection of ads in GS oo OFFICES IN CHICAGO AND LOS ANGELES 2! sets and men’s 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. _ rings. See them! 


a variety of sizes. . 
through your wholesaler. 


TRaog mana CO 





David N. Bosworth—Sub-Mariner 


No Privacy down here ... for us fish! 


Here’s that Man from Gibraltar again .. . 


This is no fish story. The Man from Gibraltar goes direct 
to the source, painstakingly selects the cultured pearls 

he wants, personally. He’s picked every size, color, 
weight and quality to offer you a complete selection 
of cultured pearls . . . and he picked them himself! If 
you have a cultured pearl problem to tackle, call the 


Man from Gibraltar. 


Complete Memo Selection sent on Request. 


DIRECT IMPORTERS OF FINE CULTURED PEARLS 


GIBRALTAR 
Jaudleg Company 


48 WEST 480th STREET - NEW YORK SGC. N.Y 
JUdson 6-43935 ° CABLE ADDRESS: GIBRALINT 
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THE UNEXCELLED IN PRECIOUS METALS 
. apchieves.the effect of perfect harmony and functional 
beauty between stone and setting in fine jeweled creations. 
“Platinum softly reflects and emphasizes the brilliance 
and beauty of fine jewels .. . skillfully accents the-depth and 
vibrance of each stone. | 
Platinum provides the ultimate for outstanding 
craftsmanship SO essential to the fashioning of exquisite 
pieces. This combination offers the jeweler the utmost for the. 
client-who appreciates lasting beauty. : - 
For these reasons, we at, Baker, are proud to present 
our entire line, the largest available, die-struck in 10% Iridium- 
Platinum, Jewelry Palladium and Gold. For further information 
or if we may Serve you in any way, please write. 
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YOUR WATCH PARADE 


*fe s = . 
identification cards accompanying your WATCH PARADE display 
You'll want to display and demonstrate the many special-feature timepieces in your inventory. 
Watches that instantly outdate your customers’ present watches, in side-by-side comparison. Watches 


so sulted to Ais sports and her fashions as to make a two-watch wardrobe a necessity. 
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| IS ON ITS WAY! 


The October ad in Reader’s Digest leads it off. And now, your 
Watch Parade for 1956 quickens its pace as your displays, mat 
ads, and publicity appear! 

IT’S AN EXCITING PARADE: Like all parades, this one 1s designed to 


draw crowds—and does! For it features the new, the different, the meredible : 
your selection of the latest jeweled-lever watches from Switzerland. 
IT’S A LONG PARADE: How far does the WATCH PARADE stretch? 
From here to Christmas! You can maintain the high interest aroused 
now, right through your peak selling months. 

Discuss not only your customers’ watch needs, but the needs of those 
to whom they'll be giving gifts as well. Show them the special- feature 
watches that fill these special needs — perfect, personal gifts. Mention 
budget and lay-away plans. 

Above all, continue to feature your jeweled-lever Swiss watches prom 
inently, adapting your arrangements and displays to the oncoming holli- 
day season. 

IT’S A PROFITABLE PARADE: The significant sales you'll receive as a 
participant in this promotion will convince you of the value of con- 
tinuing it through December. 

It’s not too late, even now, to take part directly in the WATCH PARADE. 
You can still make it work for you. A limited supply of newspaper mats 
is still available for your use during this sales season. Write today and 
you'll receive them, without charge, from: The Watchmakers of Switzer- 
land, c/o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 

Create your own arrangements and displays of your latest jeweled 
lever Swiss watches. Give them prominent mention in your local advertis- 
ing. You'll have national advertising and publicity behind you all the way 


— together with your time-honored slogan, now in its tenth year of use: 


“Kor the oifts youll cvve with pride. let your jeweler be your eurde” 
ha . . ] ; £ 
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GROEN DELIVERS THEM: 
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now, 
the thard 
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new 
series 


from... GRUEN... 


LOOK _ 


Now Gruen gives you more than just better 
looking watches! Here are the new selling ideas, 
the new style concepts, the completely new ap- 
proach the watch industry needs right now! 

Take the new Continental Dalia shown here. 
There’s never been a ladies’ watch like it before! 
Gruen took a dimensional oval face, angled it 
over a rolling oval gold case, added a touch of 
midnight black at center and topped it off with 
the matchless grace of a flowing ribbon band 
with a unique slide fastener. Result: a stunning 
new style to make every fashion-conscious woman 
in America “‘new watch conscious”! 

This is new sales excitement for your shelves! 
The kind of excitement you need to stay one 
step ahead of all the new style trends that are 
selling everything from cars to clothing today! 

And remember, this is only the third in The 
Newest Look In Time series! Each month on 
these pages you'll see another remarkable new 
Gruen style! But there’s no need to wait months. 
Wire your Gruen representative now and see 
the complete series as soon as possible. 


THE CONTINENTAL DALIA 


GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIO .. . IN EUROPE: BIENNE, SWITZERLAND 


FOR OCTOBER, 1956 11 











For Wholesale Jewelry Buyers Exclusively 


UNITED JEWELRY 
SHOW 


November 11-20 
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UNITED JEWELRY. 
SHOW 


NOVEMBER 11-20 


Sheraton-Biltmore Hotel 
Providence, Rhode Island 
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COAST-TO- COAST 
REPRESENTATION 


SHOWROOMS: 


CHICAGO—Merchandise ,Mart 
NEW YORK—225 Fifth Avenue © 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth. St. 
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rt ts ARO DONS. 66 ec laveees: eh aoe ke wee Vie BOERS $12.00 doz. sets of 3 
ie ee CE Os i ek ee wwe ols 24.00 doz. 

+ 80192 Little Children Bells.............. Tots i esleoews as 6.00 doz. pcs. 
eaerae weer Oe Remeee. oc. ik wk i eed en. 18.00 doz. sets 


=30180 Mr. and Mrs. Santa Claus; Salts and Peppers...... 4.20 doz. pair 





“ay 
eo 
tue 
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# 30180 


GEO. ZOLTAN LEFTON, Imports 


WRITE FOR out Mietey 115 26 mor We leet c 





All Imports are shipped: 
NEW YORK SHOWROOMS MAIN OFFICE and SHOWROOMS, 


F.O.B. Geo. Z. Lefton, Chicago Warehouse or Suite 1129 1550 Merchandise Mart 
F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse 225 Fifth Avenue Chicago 54, Illinois 








The first watch to carry the name BALL was designed in 1893. 
This watch—the BALL OFFICIAL RAILROAD STANDARD 
WATCH—was destined to open the door to an entirely new 
concept of accurate timekeeping. It became a standard time- 
piece for America’s railroads. Its reputation is held in high 


esteem ... then and now. 


The BALL-ADMES line of Men’s and Ladies’ wrist watches 
enjoys the same outstanding recognition. Many jewelers who 
value the honored tradition of BALL accuracy have made 
BALL-ADMES their featured line. Stylewise, BALL-ADMES 
watches are comparable to the finest . . . yet are priced within 
the reach of every customer (from $39.75 to $150). 

hi *7 ib 
24: hel 
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The policies of The BALL Company are patterned to your needs: 
protected franchise, liberal guarantee terms, full profit margin, 
limited investment. Let us tell you our policies. Why the 
BALL-ADMES wrist watch is the perfect merchandising tool to 
revitalize your watch sales. Your inquiries are welcomed. Write 


us today. 


Sitestrated « MAN’S AUTOMATIC CALENDAR—CONCEALED CROWN 
LADY BALL IN 14K WHITE GOLD—4 DIAMONDS 


the BALL company / apmes 


6 NORTH MICHIGAN AVENUE « CHICAGO 2 / Geneva, Switzerland 
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Pr t Ie, Operation Jack Rabbit will make your sales 
es 0 % multiply...and multiply...and multiply with 


Control-Master 









NEW SUBMERSIBLE 


Cnt Matin 


APPLIANCES 

















~~ | 


COOKER. Cooks com- 


i fast 
a ~S ae DUTCH OVEN. Bakes, roasts, 
braises von wash entre first SAUCE PAN. 


allyecentrolled. Thétirst s : 4 ws .F IGesauce pan 
thle electrtmaressure on mke electric oven $a wash entirely un- cooking is f automatic. No 


der water. Anigdeal chafing dish. bojiffG,overryno burning, sauces 
etal cover ingltc Muot't separate. Popular 3-qt. ca- 
“ | ae pacity. Metal cover included. 


aa 


EACH O , : ie \ } 13” 



































PLUG IN Control-Master DETACH Control-Master 
so each appliance cooks so each appliance washes 


by controlled heat! completely under water! You display the lowest prices in the 
industry because one Control-Master 
operates all these appliances! 

























PRESTO ELECTRIC FRY PANS. Two 
convenient sizes, matching design, 
stickproof surfaces, stay-cool feet. 


Perfect eggs and bacon every time! Three new members join the Presto Control-Master family of 


appliances, and Operation Jack Rabbit doubles in customer ap- 
peal and repeat sales potential! Remember, once your customer 
owns a Control-Master, she saves $6.95 on each appliance she 
adds. She'll be back again and again, because with the addition 
of new Control-Master Appliances, the Control-Master becomes 
an electric range in the palm of her hand. 

A million-dollar ad campaign is pre-selling women on the new 
Control-Master concept. Your customers will be asking for these 
appliances; order them all and watch your sales multiply. . . and 
multiply. ..and multiply! 


9” size 11” size 


190° dW dl 


PRESTO ELECTRIC GRIDDLE. Perfect 
pancakes, hamburgers, sausages 
right at the table. Jumbo 9 x 15” 
size. Slide-out drip tray catches fat 


for greaseless * 
foods. Exclusive ! 14% 





Presto (thiol Masten Appliances 


National Presto Industries, Inc., Eau Claire, Wisconsin. Makers of Presto Elec- 
tric Deep-Fry Cookers, Steam Irons, Coffsemakers. Presto Cookers and Canners. 


* MANUFACTURER'S RECOMMENDED RE. AIL OR FAIR TRADE PRICE. FED. TAX INCL. 
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How Hamilton tells the 


5-Feature story FOR YOU* 


This spring, you proved the Five-Feature 
story a best-seller. So were telling it 
again this fall to the most buying-wise 
magazine audience in America—and at the 


outset of the peak merchandising season. 


Reader's Digest (November), National 


Notice this portion of the 
Hamilton advertisement on 
the opposite page. Em pha- 
sis on you—the jeweler—is 
included in al! Hamilton 
advertising. 


We'll help you tie in 
so you'll reap the rewards 


Write to Hamilton today for help in tying 
in with this powerful Five-Feature ad. 
Mounted reprints for store display, news- 
paper ad mats. radio and TV advertising 
material, literature—all help you take 
part in this sales building program that 
means more business for you! 





Geographic (October) and The New 
Yorker (October 27)—all will carry the 
handsome, full-color page at right. This 
kind of support sells watches. Be sure 
you have a good selection of new Hamilton 


Five-Feature models in stock. 


There’s still time for you 
to get in on the big 
Christmas Promotion Package 


. including the industry’s 
most powerful and least expensive Christmas 
gift catalogue. But you'll have to hurry. Ask 
your Hamilton representative for details, or 
write directly to: Sales Promotion Department, 
Hamilton Watch Company, Lancaster. Pa. 


AAA N7I/L7T OV 


HAMILTON WATCH COMPANY © LANCASTER, PENNSYLVANIA 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Be in fashion and on time, too, with a Hamilton Five-Feature watch | 


No longer do you have to indulge the girls their charming disregard And_here_are the Five Features: 


for time! With the Five-Feature concept, Hamilton has proved that purely 


feminine watches can be reliable. And there are handsome new 


22 jewels + Fully adjusted - Shock 
resistant - Anti-maqnetic - Guaranteed 
Dynavar lifetime mainspring 


Five-Feature styles to keep the men on time, too. 


Beautifully styled as these newest Hamiltons are. each contains the five A. Bluebird, $79.50 


basics of time-telling dependability. Each has 22 jewels and a guaranteed 
Dynavar lifetime mainspring. Each is shock-resistant. anti-magnetic 6. Harlequin, $110 


and fully adjusted for temperature, isochronism and positions. 
yo, C. Heather, $65 


Let your Hamilton jeweler show you a new Five-Feature watch and you'll 
know why Hamilton is the finest watch you can give or get, $39.50 tu $10.000. D. Trent, $75 


HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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THE WATCH JEWELERS RECOMMEND MORE OFTEN THAN ANY OTHER 
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BUTTON BACKS and POSTS 


Make Ballou your Button Back Headquarters and 
be sure of quality features found in Ballou findings. 
Full cut machine threads, exacting die work, 
knurled edge backs . . . to meet your specific require- 


ments. You can be sure that Ballou button backs fit 





the threaded posts accurately. 


FINDINGS— 


B. A. BALLOU & COMPANY INC. The Foundation of Good Jewelry 


61 Peck Street °* Providence 2, R. I. 
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ASK YOUR WHOLESALER about other merchandise at $5.00 Retail 
mart Men’s Attire 


Features —— 
NATIONALLY ADVERTISED 





OT RUT) OR 


squire | 














ASK YOUR WHOLESALER about other merchandise at $6.00 Retail 


Wise Buyer — es Squire. 


NATIONALLY ADVERTISED 
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ASK YOUR WHOLESALER about other merchandise at $6.00 Retail 


Ask About Squire “Plus-Profits vlan 


NATIONALLY ADVERTISED 


me 





ASK YOUR WHOLESALER about other merchandise at $6.00 Retail 


Squire —The Full Profit Line 


NATIONALLY ADVERTISED — = 


Oy ED) OR 


squire | 
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ecause ZODIAC is vitally concerned with helping 
you maintain a healthy sales volume at an honest 
profit, we offer you a... 










S GOLDEN ~— 
y _ OPPORTUNITY 
























COOPERATIVE ADVERTISING 





PLUS NATIONAL ADVERTISING 





SUPERIOR QUALITY 


4 


UNIQUE STYLING 

















ZODIAC WATCH AGENCY e« 15 WEST 44th ST. © NEW YORK 36 

















FIRM NAME PN ea SS OMe RN a 
ADDRESS 
' 
“y CITY STATE 
AN -OFFICIAL TiMEPIECE OF an mew ee 
SWISS FEDERA L RAILW AYS ATTENTION 3 
} 


SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER’S DIGEST (INTERNATIONAL), SPORTS ILLUSTRATED, N. Y. TIMES, TELEVISION 
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WHAT DO ALL THESE 





HAVE IN COMMON? 


*\* 





SWEEPS 


FINDINGS 
SHEET ROD WIRE 





KARAT GOLDS 


Y Ou'RE Right . . . Sweeps, Findings, and Karat Golds are all an essential 
part of the jewelry industry. However, these products and services are also the corner- 
stones upon which Joseph B. Cooper & Sons has built a reputation for half a century 
of accurate and personalized service to manufacturing jewelers all over America. 


FOR BEST RESULTS SEND US YOUR SWEEPS, FILINGS AND SCRAP 











JOSEPH B. COOPER & SONS inc. 


25 West 47th St. ©@ Phone JUDSON 2-3095 @ New York 36, N.Y. 
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Big Business 


is not a matter 
of sighs 


Sighing wont make it so. Yearning for more 


business wont ring up more sales. But careful 








planning and sound merchandising can build your 


: Forstner fashions glamorous 
business big! matched sets of brooches and ear- 
| rings... . for the woman of fashion. 


Thats where Forstner comes in... with a 
panoramic, wide-screen line that fills the require- 
menis of 9 out of 10 jewelry customers. 

Plan now to do a big business with the 
help of Forstner, the big line in quality jewelry. 
Ask your authorized Forstner wholesaler to put 
on the big Forstner Show! 


Forstner fashions distinguished watch- 
bands with unusual ‘‘fit features’’. . 
for men and women of good taste 


Forstner, inc., Irvington 11, New Jersey 


320 Fifth Avenue, New York 1, N. Y 448 So. Hill Street, Los Angeles 13, Cal 29 East Madison Street, Chicago 2, il. 


° ‘ : ager “4, 
Forstner fashions captivating Forstner fashions key chains in wel- Oo 
charm bracelets for the young come variety ... long and short. go y4 : 
in heart... from teen-age up. for every member of the family. é SL? 
4? 


Coy” 





HAND CARVED 


2 ae e/ 
\WALAs 


VATCHED WEDDING RING SETS 


The true measure of elegance is realized 
only after the passage of time. This is 
especially true of Barel Bridals, whose 
beauty is inherent in styling and 
craftsmanship. Every detail of their creation, 
from the original design by Fred Barel, 
through the last meticulous finishing 

by expert craftsmen, is reflected in 
enduring simplicity and elegance. 


Ask to see our full line of BAREL 
BRIDAL HAND CARVED Matched 
Wedding Ring Sets .. . the 

first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark (64 is 
stamped on the shank of 

every ring, assuring you of a 
Genuine Hand Carved Original. 


exclusively designed by 


24-Hour Service on all Special Orders ' Sold directly to the Retailer 
by the Manufacturer 


BRIDAL RING COMPANY, INC. Mate available tree upon isoqust 


87 Nassau Street e New York 38 





Be 
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Wa tches 4 | 
f 
r 
d / ‘ 
® INCABLOC PROTECTS THE VITAL PARTS OF A WATCH { \ ry ga 
AGAINST DAMAGE FROM EVERYDAY SHOCKS. | : | ! 
f ‘ ‘ 
® INCABLOC MAINTAINS THE ACCURACY OF A WATCH. ‘A 
| ® INCABLOC EXTENDS THE LIFE OF A WATCH. \ 
® AND— JUST AS IMPORTANT —INCABLOC PROTECTS 7 es 
CAS 
YOU BECAUSE...IT REDUCES RETURNS AND :SERVIC- a - 
/ ING DURING THE GUARANTEE PERIOD TO A MINIMUM ee 
: ‘ | _.. KEEPS YOUR CUSTOMERS SATISFIED. E a 
Se ea 
} 10 Ad = & 4 1 Oe ee Oe ED 0, OF -0;) OOM. 0) -3-GEn 20) - an 401 ORE) es , w 
we FOR YOU? IDENTIFY YOUR STORE WITH INCABLOC’S . | 9 
GREATER, MORE POWERFUL ADVERTISING CAMPAIGN . oa 
f : 
IN. LIFE, SATURDAY EVENING POST, WOMAN'S HOME on 
COMPANION, COLLIER’S, NEW YORK TIMES MAGAZINE. re 
WOMAN'S DAY, MADEMOISELLE, ESQUIRE, COSMOPOLI- i 
TAN, FARM JOURNAL & EBONY. ' - | 
$ 
Horite for INCABLOC selling Te Pas ae vo ee ee 4 
aids and prometional material. INCABLOC CORPORATION, 15 West 46th Street, New York, New York 














Pushing your gales and guarding your profit! 


E ONLY 
O-YEAR GUARANT 


N The BUSINES 


See how Hamilton Beach, the line that guards your profits, is pre-selling gift buyers for you! 


Here you see why you’re 5 times better 
off selling Hamilton Beach mixers and 
toasters! Not only because of the great 
number of your customers who will be 
influenced by this striking Christmas ad. 
Or because Will Rogers, Jr., will be 
working for vou on TV. They’re both 
good reasons in themselves. But the dig 
advantage to you is that every sale you 
make stays sold. You have the only 
5-year guarantee in the business to guard 
your profits! 


Just as we’ve pictured in our Christmas 
“shopper’’ ad, this “‘protection’’ works 
equally well for your customers. They, 
too, get 5 times the usual assurance of 
a good buy. Again, the person who re- 
ceives the gift gets the same assurance 
that she’ll be gratified. Confidence like 
this is ‘catching’! So why settle for less 
than the most powerful buy-appeal you 
can get? Feature Hamilton Beach, the 
line that enhances your reputation— 
the line that guards your profits! 


JUST LOOK AT THE ADVERTISING SUPPORT YOU GET! 


22 HARD-HITTING ADS PLUS 


WILL ROGERS, JR. 


pre-selling for you 
on CBS-TV! 
Tune in the ‘‘Good 
Morning’”’ Show and see 
what a warm, con- 
vincing salesman you 
have working for you! 


IN 9 LEADING MAGAZINES! 


PANORAMA 
PACIFIC! 


The early morning TV 
Show tailor-made for 
Californians! 


pre-selling for you on 


Full profit margins, of course! CBS-TV! 


HAMILION BEACH 


HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine, Wis. 


Order This New 
Full-Line Appliance 
Center and Tie-In! 
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Guarded by the 
NLY 5-Year Guarantee 
Ou\,\ Can Give! 


hho Mixette — 
N 


yellow. turquoise. ¢ hrome. or whase ' 
$21.50 Chrome. 


$19.50 colors 
















Now in perk 
Mew Liqui-Biende, ~ Blends . 


twice as fase twice as fine! Choice 


of two Speeds $39.95 white: 
$44.95 chrome 
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$22.50 white: 


$27.50 Chrome 
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: New Auto 
| Gives you ¢ 


Matic Toaster _ 


Advertised 
OaSst at its best, an the B - plan 
Only 5-year Ruarantee $19.95 etter omes, 
thing without a and Electricity 


Mix Timer ‘opd.) Wy Farm 
$53.95 chrome 
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are Nicolet | 


CUSTOM-BUILT 
WATCHES 


These price tags mean what they say. No 
need for you to cut prices to meet the 
competition from discount houses, whole- 
salers-retailers, house-to-house canvass- 
ers. No one can undersell you when you 
feature these fine watches. MARC 
NICOLET does not sell to any outlet that 
competes with you. You are the only fran- 
chised Marc Nicolet Dealer in your area. 
Guarantee your full mark up... sell 
MARC NICOLET Watches. 





You can’t lose watch customers when you sell 


Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 186866 


Sole distributors in the United States and Conaod 


WINT WATCH COMPANY 
64 West 48th Street, New York 36 N. Y. 





NOW i RONSON brings you an 


exciting new look in table lighters ! 





Fabulous TL-10 Deal 
includes FREE DeLuxe 


Display plus FREE 
“Nordic” Table Lighter! 


One look at the new look 

of the RONSON Table Lighter 
line...and you'll know it’s 
the biggest advance in styling 
in RONSON’s 60 years... 


magnificent new additions, new 





shapes, new finishes... for 
every decor, every room, every. 
home! All this beautiful new 
styling opens up vast new 
markets for you! Display the 
lighters in the new TL-10 

deal in your store window... 
watch sales soar! 








#49304 Nordic 
Table Lighter 


\LL. New deluxe table lighter 
window display, with rich, colorful lucite columns. 
In sturdy wood and metal, 5” deep, 14” high, 13” wide! 


'ABLE LIGHTER DE Al YOU'VE BEEN WAITING 
PADLE LIGHTER DEAL YUU VE BEEN WAITING 
Retail 


#29621 
#29621 
#49628 


#49641 


#74137 
#41622 
#63624 
#49294 
#43286 
#49627 
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Regal 
Regal 
Cupid 


Cupid 
Spartan 


Trophy 
Colony 


Fleetwood 


Fantasy 
Nordic 


Chromium Plate $10.00 
Chromium Plate 10.00 
Black Enamel, 

Gold Finish 11.50 
White Enamel, 

Gold Finish 11.50 
Chromium Plate 13.50 
Chromium, Lucite 13.50 
Copper Finish 15.00 
Genuine Walnut 15.00 
Fine China 15.00 
Clear Crystal 16.50 


RETAIL VALUE $131.50 


YOU PAY (at regular discount) 


$78.90 





YOUR NORMAL PROFIT 


YOU GET FREE! #49304 Nordic 


Black and Gold Marble, Retail Value 


$52.60 


$15.00 





YOUR TOTAL PROFIT 


$67.60 


(plus FREE deluxe display, value $8.50) 


(PER CENT PROFIT) 


46% 


maker of the world’s greatest lighters and electric shavers! 








One thing’s certain — more people are buying more Gold Filled Jewelry than 
ever before — and this Christmas, it looks like higher-priced, higher-prefit 


Gold Filled items will be the top sellers. 


YOUR SHARE? 


WILL YOU GET 


You know there’s a better profit-per-sale 
in higher-priced Gold Filled pieces. But to 
sell Gold Filled you’ve got to have Gold 
Filled — and show Gold Filled. 


MAKE SURE your Gold Filled stocks are 
bigger than ever — make sure you have a 


wide selection for customers to choose from. 


MAKE SURE your Gold Filled is properly 
displayed — prominently displayed. And, 
wherever possible, set off Gold Filled 
Items in a separate case or department. 


MAKE SURE you trade-up to Gold Filled. 
The extra sales effort pays off in bigger 


sales... more profit per sale. 


¥ 
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Ee BUYING 


Ee 
EARING OF 


GOLD FILLED MANUFACTURERS ASSOCIATION, ATTLEBORO, MASS. 


Cook, Dunbar, Smith Co. « E.N.CookPlateCo. « General Plate Division — Metals and Controls « HortonAngelliCo. « Improved Seamless Wire Co. « Leach & Garner Co. 
D. E. Makepeace, Division — Union Plate & Wire Co. + 1. Stern & Co., Inc. . Standard Metals Corp. . A. T. Wail Co. . H. A. Wilson Co., Inc. 
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Here's How the Watch with the Date-in-a-Monocle can .. . 
Magnify Your Sales! 


This ad will appear 
nationally in: 


TIME October 15 
NEW YORKER November 10 
TIME November 26 





DATOPTIC 
"The Watch with the Date-in-a-Monocle” 


Beginning October 15 the spectacular ERNEST BOREL 
DATOPTIC will be effectively introduced to more than 
2,000,000 TIME and NEW YORKER Magazine readers—hard 
working executives who use the DATE constantly at work 
and play. 


The DATOPTIC was created for just such busy men, every- 
where. It's a natural conversation-piece that sells itself in 
your store, and brings other customers back asking for “the 
watch with the Date-in-a-Monocle." Just check these power- 
ful selling features: 








ee DATOPTIC from $89.50 Self-winding . . . Magnified Date-in-a-Monocle . . . Con- 
Pay Magnify your days! Enjoy the cealed Winding crown... 
| convenience of knowing the "“Unilux" super-bright night-lighting that's invisible by day... 
date. Winds automatically, Water and Shock protection . . . and, of course, the 
: shrugs off water, dirt and shock. ERNEST BOREL famed precision movement with Incastor 
Pay nner see regulation. 
i Write for Brochure of Ernest Borel Most important, DATOPTIC is just one of more than a 
ig EE collection of ladies’ and gentlemen’s hundred ERNEST BOREL modern-as-tomorrow self-winding 
' watches, and name of nearest dealer. models ... in a complete price range from $49.50 to $250. 
HAVE THE BEST TIME EVERYWHERE If you prefer to sell exceptional merchandise, protected 
ERNEST BOREL WATCHES both in price and distribution, you'll find the ERNEST BOREL 
1002 WALNUT, KANSAS CITY, MISSOURI story rewarding reading. Write for full information today. 


OG ee 
€&D ERNEST BOREL 


sae ¢-8 &: 7 & t~¢07722081:4-6 0 


Ca 





BOREL WATCH COMPANY—1002 WALNUT, KANSAS CITY 6, MO. 
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Available with %” and %” 
Straight or Curved Ends. 











ie fp Pa 


TTT TT 
Stent No 


2,689 450 


ALL STAINLESS STEEL 
$4.95 (no tax) 










P 


— ADJUSTABLE 























Here is a watchband flexible as a 
necktie. No amount of expansion 





Every Kingsway is easily adjust- 


can faze it... snaps back smoothly It's always fair weather with a able for perfect Wrist Comfort. 
to hold on to wrist gently . . . but Kingsway band. Wear this band (See directions on back of box). 
securely! with your waterproof watch. 





KW/6— KINGSWAY 6 PC. UNIT ON DISPLAY 
Cost to RETAILER * TO CONSUMER (Ne Tox) 





1 pc. K12/SS — %” Per Each Per Each 

Ploin Sse | ee ee ee eee $2.00 $4.95 
1 pe. K15/SS — %” 

A 2.00 4.95 
1 pc. K14/SS — %” 

Cut. Beene oa BS 2.00 4.95 
1 pe. K16/SS — %” 

oC Cod. Ced<Gaee sw 2.00 4.95 
een SSF 1 pe. K12/SS — %" 

nanan oS : Plain—tONG . ..... 2.00 4.95 
1 pe. K16/SS — %” 

Cvd. End—Design—LONG. . . .. 2.00 4.95 

COST OF KW/6 KINGSWAY 6 PC. UNIT $12.00 $29.70 

DISPLAY FURNISHED FREE WITH ABOVE UNIT SS — Stainless Stee! 





wy % aS - : . Ss ak Ce eS tee Bago eee 
Copyright, 1956, Kingsway Company KW/6 UNIT 





KINGSWAY COMPANY 


89 SHIP STREET, PROVIDENCE 2, RHODE ISLAND 
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WHITING 
& DAMS 





TAG THAT SAYS... 


THIS GIFT IS GENUINE 


. . What nicer feeling for both recipient and giver? What better 


insurance that gift jewelry will stay sold? 


Whiting & Davis quality has brightened four generations 
of Christmas giving. The 1956 gift line, its eightieth, is marked by the 


unfailing standard of excellence that keeps it high above its imitators. 
The Whiting & Davis tag is a symbol of both pride and profit. 
WHITING & DAVIS COMPANY, INC., Plainville, Massachusetts 


HAND IN HAND WITH FASHION—SINGE 1876 
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rve KEPT MY 
MOUTH SHUT FOR 


ees is the word alright for the 
| TERRIFIC RESPONSE to the 

“wait, MOST PROFIT-PYRAMIDING 

“=== \ WEDDING RING PROMOTION IN HISTORY 


a © First results are now in and the enthusiastic acclaim of jewelers everywhere 
cn see To is overwhelming. To get your share of this new plus profit promotion 

ait from Polishook act now! This will be sold on an exclusive basis 
in cities up to 60,000. Write, wire or phone to insure your reservation. 


x.Pott 


216 sast 





POLISHOOK Goes to Work fee You the Minute You Place an Order! 


A FREE ENGAGEMENT GIFT SURE 


WINDOWS TALK FAST AS 
@ TO WIN FRIENDS & CUSTOMERS 


9 PRESTIGE BUILDING TRAFFIC 
SHOPPERS GO PAST! 


@ GETTING DIRECT MAIL COPY 


Yours absolutely 
FREE, Bible includ- 
ed, this colorful, il- 
luminated 3-dimen- 
sional eye-catching 
window display. 
Shows at a glance 
the 12 magnificent 
First Lady Wedding 
Rings and the free 


wedding gift of 


the Holy Bible. 


4 SMART LOOKING RETAIL MAT 
@ TO PRE-SELL CUSTOMERS 


First Lady 
Wedding Rings 


Planned to bring 
customers into 
your store regard- 
less of the time of 
year. Powerful 
enough to attract 
attention with a 
minimum of space 
required. Designed 
to lend prestige to 
your store. 











We supply you with 
copy for a digni- 
fied, distinctive 
letter of congratu- 
lations from your 
store to the en- 
gaged couple. Tells 
of the free en- 
gagement gift you 
have waiting for 
them plus your 
free wedding gift 
offer. Creates plus 
business through 
invitation to regis- 
ter Wedding Gift 
preferences for 
guidance of rela- 
tives and friends. 


Only those First 
LadyWedding Rings 
with a proven and 
tested history of 
re-sale activity 
have been selected 
for inclusion in this 
romotion. Service 
at Polishook Is 
always dependable 
24 hour delivery 
on “specials.” 


6. 


Gieaming wedding 
cake knife with ster- 
ling silver handle. 
Sure to be treasured 
and remembered as 
a gift from your 
store. Creates 4 
friendly basis for 
you to discuss First 
Lady Wedding Rings 
Wedding Gift offer 
and other items the 
prospective newly- 
weds need to set up 
house-keeping. 


A FREE WEDDING GIFT 
OF UNIVERSAL APPEAL 


The Holy Bible 
superbly bound in 
a cover of pure 
white with gold 
lettering. Available 
in versions for the 
Protestant and 
Catholic denomina- 
tions. Yours to 
present to the 
happy couple when 
they purchase a 
First Lady Wedding 
Ring. Sure to build 
satisfied shoppers 


STORE NAME and future sales. 





.POLISHOOK « SON, Corp- 
216 EAST 45th STREET, NEW YORK 17, MUrray Hill 7-1664 


uf 











rer Ing Suver 
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— SOCIAL LION... 





LEE: 


Photo courtesy of FRANK M. WHITING & COMPANY, Meriden, Conn. 
Division of the Elilmore Silver Co., Inc 


It can be a state affair, or it can be just an informal 
get-together — but, whatever the occasion, 
Sterling Silver lends a note of distinction. It is 


something that everyone feels and recognizes — 


for up through the centuries Sterling has come to be 


universally regarded as the Symbol of Quality. 


In this respect there is no substitute for Sterling Silver. 


The exceptional working properties 


of Handy & Harman Sterling Silver I | A N DY 4 Hl A IR M A N 


facilitates the fashioning of even 
the most intricate handwrought de- 82 FULTON STREET * NEW YORK 38, N. Y. 
: UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 


signs. It’s the craftsman’s delight. ; < : 
Quality precious metals éemce 7867 
BRIDGEPORT, CONN. © CHICACO, ILL, © LOS ANGELES, CALIF. * PROVIDENCE, R. 1. * TORONTO, CANADA 
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Roll out the 
Red Carpet! 
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HELPS YOU SELL. ACTUALLY HELPS CUSTOMERS BUY 


GIVES CUSTOMERS QUICK, MOST LASTING SATISFACTION 


3 SAVES YOU MORE TIME PER TRANSACTION 


HELPS YOU SELL ALL YOUR ELGIN WATCH STOCK FASTER 


ce) MINIMIZES “WALKOUTS”. HELPS THE UNDECIDED DECIDE HAPPILY 


The Elgin “‘Personality Styling” plan will 
bring you all these benefits and more, be- 
cause it’s what customers have been needing. 

As you know, every gift watch is bought 
with a particular personality in the buyer’s 
mind. The Elgin plan helps the buyer 
quickly find and classify the personality 
type to which the recipient belongs. Then 


See back cover of this iment? 


NITE-GLO DIAL 


Another ELGIN ‘‘first’’— 
in ever-increasing 

ol -tailelale Mi Mola-t + Mo aehiag 
by day, luminous by night. 
No unsightly radium look. 


it helps you and the customer pick out a 
watch which best “‘matches’’ the person- 
ality of the recipient! 

Your Elgin representative will be calling 
on you soon to explain the plan. Give him 
your earnest attention, because Elgin 
Personality Styling is going to be the sensa- 
tion of the watch business in 1956-57! 





approach to watch sales 





ELGIN PETITE 





In a class by itself! A watch 
so small it will pass through 
a wedding band. A simple 
demonstration makes the sale. 
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Another Elgin First 
to add to this impressive list! 
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First with the guaranteed unbreakable 
DuraPower Mainspring, the greatest advance 
in watchmaking in over 200 years. 


First to perfect the production of com- 
pletely interchangeable watch parts and assem- 
bly line manufacture of watches. 


First and only maker of the movement 
that makes possible the world’s tiniest watches 
at $33.75, Elgin ‘“‘Petite’’ Watches. 


First and only watchmaker to perfect a 
waterproof case that makes dress styling pos- 
sible in waterproof watches. 


First and only watchmaker in the world to 
maintain its own observatory for timing 
watches to the stars. 


First manufacturer in the industry to main- 
tain a school for watchmakers, The Elgin 
Watchmakers College. 


First and only watchmaker with complete control over watch styling. ‘‘Personality-Styled”’ 


Watches come from Elgin’s exclusive Studio of Design. 


And many more... 


with more to come! 
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FOUNDATIONS FOR GROWTH 


“Orange Blossom’s 


plump quality 
fits our way of 


business”’’. .. 


... says William S. Preston, President, 
F. J. Preston & Son, Inc., 
Burlington, Vt. 


“We have had 30 pleasant years with 
Orange Blossom. It’s quite a record 

for Orange Blossom to have adhered to 

its same high standards the firm established.”’ 


“We always have a feeling of pride when 
any of our customers come in wearing 
Orange Blossom rings. We know they, too, 
are happy with their choice and will 


continue coming to us.”’ 


‘Orange Blossom’s consistently good 
weight, fine workmanship, plump quality 
of metals and high quality of diamonds 
have just naturally fitted into our way of 


doing business.” 


“018 AFFORD 
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FOUNDATIONS FOR GROWTH 


“Frankly, we like 
the prestige and 


profit”... 


...says George Heesen, 
Heesen-Hascall Co., 
outstanding Toledo jewelers. 


‘For sixty years we have concentrated on only 
the finest merchandise—emphasizing the 

highest quality rather than the lowest price. 
We've proven it pays off in satisfied 

customers, in continued growth. Frankly, 

we like the profit and prestige connected 

with Orange Blossom. This line has done an 
outstanding job of promoting con- 

sistent quality, in its excellent service, in 

its strong merchandising tools. 

No wonder we have handled Orange Blossom 


rings since 1906.” 


LESS ory 








FOUNDATIONS FOR GROWTH 


“We grew with the 
finest quality”. . . 


...says Arnold A. Schiffman, 
prominent Greensboro, N. C. jeweler, 
and past president, 

National Retail Jewelers’ Association. 


‘Our experience has shown that the growth of 
a fine diamond department is directly in- 
fluenced by creating a truly satisfied customer 
through the best merchandise for 

the least dollars. On each sale, we ask 
ourselves, “‘Is it the truth? Is it fair? 

Is it right and honorable?” 


“We have featured Orange Blossom since 
1922 because its fine quality, its honest 
pricing, and its national prestige have con- 
sistently echoed these standards we 


know are vital to success.”’ 


IE i ee sy THE 
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FOUNDATIONS FOR GROWTH 


“One stronghold 


always remains”’.. . 


... says William Joseph of Josephs, 


fine jewelers in Des Moines since 1871. 


‘Through all the transitions in business 
methods and tactics, one stronghold 

has always remained. That stronghold is 
quality. In my opinion, the quality 

Jeweler who actually sells quality merchan- 
dise will win in the long pull.” 


‘Our store has so built its reputation by featuring 
Orange Blossom rings. They have made 
diamond selling easier and have 

created more well pleased customers, even to 

the very price conscious customer when 


he sees the plus features.” 
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TRAUB MANUFACTURING CO. 
1940 McGRAW AVE. ° DETROIT 8, MICH. 





Mona Freeman and 

Dennis O'Keefe, starred in 
‘Dragoon Wells Massacre," 
an Allied Artists release. 


hte 
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ona Freeman and Dennis O'Keefe are 


ss mecker peekers” 


in Meeker’s Big Christmas Campaign 


Watch for them in Full-Page and 


4-color ads in December 


HITCH YOUR Ask your Meeker salesman to show you the fine leather billfolds 
SALES TO and handbags featured in this big Meeker campaign 
THE STARS that will turn Movie Fans into Meeker Fans... or write Dept. L. G. 1 


for new Fall and Christmas catalog. The Meeker Co., Joplin, Missouri. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





only 14 jewelers 


in 10" can get these watches 
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 SELF-WIND WATERPROOFS* 


For men, the “Aquamatic Anchor’’: concealed crown in all-steel case **For over 78 years, quality rather 
with leather strap. 17 jewels. Not shown, the “Aquamatic Seaman”: than quantity has been stressed by 


, Croton Watchmakers. Slow, 
17 jewels in yellow RGP with steel back. Leather strap. $59.50. nshentetiie-auiiiatanmaiiin auth aah 


For women, the “Aquamatic Sea Nymph’: all-steel case with leather time is needed to produce these 


strap. Also with yellow GF top and steel back, at $69.50.? perfect watches. For that reason, 
production is limited, and only 


Men’‘s Models available in 25 jewels from $59.50 to $200. 1% jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece. 
Only these few can take advantage 








*As long as case is unopened, crystal intact. TAll prices are retail and include Fed. Taz. 
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To always provide fresh 
NIVADA GRENCHEN flown from Suitserand 
in pressurized cabins by 


KLM Royal Dutch Airlines. 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 
Fine watches since 1878. Use order coupon on page 41 é 








Operation Cherub is in the homestretch. But there’s still time for you to join 
the record number of national advertisers, distributors and jewelers who are 
making this exclusive Post promotion the sales success story of the year. 


Operation Cherub’s right on the beam. But time’s 
running out fast. If you are not already a part of this 
nationwide jewelry-industry Christmas selling pro- 
gram, make sure you tie in right now! Here’s how: 


National advertisers still have time to reserve space 
in the Special Jewelry Section of the December | Post. 


Wholesale distributors should be keeping jewelers 
posted about developments in Operation Cherub. 


Jewelers still have time to order their special tie-in 
kits that make their store local gift headquarters. 


The Saturday Evening Post’s Operation Cherub 
section will reach millions and millions of able-to- 


buy families . . . families who respect and respond to 
their favorite magazine. . . have full confidence in the 
products they meet there. This Christmas is going to 
be the biggest Christmas in jewelry history. Make 
sure you re a part of it! 

Act now. Write Jewelry Industry Council, 608 Fifth 
Avenue, New York 20, New York, for full story on 
participation in Operation Cherub as retailer, whole- 
saler or manufacturer. 

For complete details on national advertising in Spe- 
cial Jewelry Section, write Jesse Ballew, Retail Mer- 
chandising Division, The Saturday Evening Post, 
Philadelphia 5, Pennsylvania. 





The Saturday Evening 


POST 


— gets to the heart of America 
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$39.95 








“SEA BLADE” $29.95 


teat: pettin neehad 





they're THINNER more BEAUTIFUL 











and WATERPROOF t00: 


Here’s a plus feature that captures every customer in the 


. Please send me the following: 

market for watches. If you are asked for the “new, thinner e Quantity 
- i site o AQUAMATIC ANCHOR: Men’s self-wind waterproof*, con- 

watch”— or for a “practical waterproof watch”— show ! cealed crown in all-steel case. Leather strap. 17 jewels. $59.50 


them the watch that is thinner, more beautiful and water- | AQUAMATIC SEA NYMPH: Women’s self-wind waterproof*, 
all steel case with leather strap. Also available with yellow 


proof too. And remember, our higher mark-up means more j; GF top and steel back, at $69.50. $59.5. or $69.50 


profit for you. Order today! | SEA BLADE: Men’s waterproof*, chrome top—-stainless steel 
j back. 17 jewels. Shock-resistant. Leather strap. $29.95 


| SCORPION: Men’s waterproof*, yellow top—stainless steel 


back. 17 jewels. Shock resistant. Leather strap. $39.95 
NIVADA-GRENCHEN 


SEA LINE: All stainless steel. 17 jewels. Shock resistant. 
Distributed by 


Leather strap. 
CROTON wartcu co. 
404 Fourth Ave., New York 16, N, Y. 
Fine watches since 1878. 


Send me promotional material. 


ADDRESS 
CIT 


as : mg as crystal is intact, case unopened. 
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* all the ball points 
you need to satisfy 
the most discerning 


customer. 


To get yours see your Waterman representative or 
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on a tray 





the most luxurious 
of all the ball points 


Consider this. Every other ball point made has a steel ball. The Sapphire ball is a sirnulated 
sapphire, so hard it cannot wear down or scratch. And the jewel point has a 
remarkable affinity to ink. Ink ‘surrounds’ the bali completely, does not 
form islands as it does on steel balis. Hence the smooth effortless writing. 
Talk this point when you sell the Sapphire. The beauty of the Sapphire speaks for itself. 


write Waterman Pen Company, Inc., Seymour, Conn. 
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For the independent jeweler .. . the wheel that closes the deal... 
famous Wyler Incaflex balance wheel, fully guaranteed 
against shock — most dynamic sales-clincher in the watch 
business. One of the exclusive quality features that build solid watch 
profits for Wyler dealers. Illustrated: Dynawind with invisible crown. 


» 
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Palladium profit pointers ... one of a series 


Palladium is EASILY WORKED 


... another reason you can offer such impressive and appealing jewelry designs 


Jewelry palladium is easily worked by hand or machine. 
It is very ductile and can be worked hot or cold. 

In addition to facilitating the manufacture of intricate 
parts, this “easy working” helps the setting of precious 
stones and minimizes the risk of chipping gems. You'll 
need no special tools or techniques, either, for your own 
gem-setting operations. 

Thus jewelry palladium can be fashioned into impres- 


sive designs and settings . . . without excessive weight. 
And its strength assures long and satisfactory service 
for your customers. 

You'll be delighted with the many new and beautiful 
designs available in brooches, rings, bracelets and other 
pieces of palladium jewelry. At your request, we'll be 
happy to send you illustrations along with the names 
and addresses of suppliers. 


Palladium is modern... white... light... strong 


...all-precious ... easily worked . . . nationally advertised. 


METALS DIVISION 


FOR OCTOBER, 1956 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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For the independent jeweler ... the wheel that closes the deal... 
famous Wyler Incaflex balance wheel, fully guaranteed 


against shock — most dynamic sales-clincher in the watch 
business. One of the exclusive quality features that build solid watch 
profits for Wyler dealers. Illustrated: Dynawind with invisible crown. 
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Palladium profit pointers ... one of a series 


PLATINUM 


Palladium is EASILY WORKED 


... another reason you can offer such impressive and appealing jewelry designs 


Jewelry palladium is easily worked by hand or machine. 


It is very ductile and can be worked hot or cold. 

In addition to facilitating the manufacture of intricate 
parts, this “easy working” helps the setting of precious 
stones and minimizes the risk of chipping gems. You'll 
need no special tools or techniques, either, for your own 
gem-setting operations. 


Thus jewelry palladium can be fashioned into impres- 


sive designs and settings . . . without excessive weight. 
And its strength assures long and satisfactory service 
for your customers. 

You'll be delighted with the many new and beautiful 
designs available in brooches, rings, bracelets and other 
pieces of palladium jewelry. At your request, we'll be 
happy to send you illustrations along with the names 
and addresses of suppliers. 


Palladium is modern... white... light... strong 


... all-precious ... easily worked . . . nationally advertised. 
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THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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They all want these Westclox 


Snowed Under with Orders: ess. s a a 
< 


for Christmas 


another Westclox first— 
the only clock with 
nonbreakable high-impact 
CYCOLAC* case! 


ELLSWO RT H electric alarm 


Smartly styled case can’t crack, dent, chip or 
peel! This case is guaranteed against breakage 
for five years. Satin-finished metal dial. Shat- 
ter-proof crystal of Plexiglas. Insistent alarm. 
A natural for shoppers who pounce on the 
“new and different”’ gift. 

Modern “‘Low-boy” style — 6%” wide, 3%” high 


Me. 1042 Decorator Gray case No. 1043 Gleaming Black case 
with Red and Brass dial. with Pearl-white and Brass dial. 


Retails at $8.95 (plus tox) 
Dealer cost $5.88 


*Reg. Trademark Borg Warner Corporation 


dazzling new finishes in 


SPICE electric wall clock! 
BRASS #1166 
Added gift-appeal in this popular wall 
clock design. Extra styling news—Roman 
numerals and brass-finished sweep hand. 
514” dial. Shatter-proof crystal. 
Also new CHROME Spice—+#1165 


A sure stopper, with the gleam that looks 4 
like Christmas! Ideal for business gifts. 


Each Retails at $5.95. (pius tox) ¢ : 
Dealer Cost $3.91 


5% quantity discount on 6 or more 
Westclox Electrics or 6 Lookout Timers. 





Nyy 
// 


westciox io 





they'll snap up the new 


TRAVETTE folding leather 


travel clock! 


Small and smart—only 3” square, 1” deep. 
Clock has gold-color raised numerals and 
frame. Shatter-proof crystal. Luminous dial. 
Genuine leather case comes in two colors: 


#455 Tan #456 Red 


Retails at $8.75 (pis tax) 
Dealer Cost $6.13 


another ‘‘sell-out'’ gift item... 
NEW COPPER FINISH |ookout 
portable timer #145 


The perfect answer for that inexpensive- 
little-gift problem! Same exclusive “‘Lookout”’ 
dial...same price as the other finishes. 


Retails at $3.95 N° Feder! 


Excise Tax) 


Dealer Cost $2.77 


Remember, more Westclox have been sold than any other timepieces. 
The sooner you order your Christmas stock the more you'll sell! 


WESTCLOX.. 


PRODUCTS OF ond CORPORATION 


dependable as the day is long! 


by the makers of BIG BEN - LASALLE-PERU, ILLINOIS 
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ike enhance the brilliance of 
}/ the diamonds! So new, you 


CROWNING SUCCESS 


ROYAL 
i 0s 


A brand new, eye-catching 
approach, designed to 


must see it to appreciate 
the sensational sales- 
potential! Thrilling, new 
ROYAL FISHTAIL, 
exclusively by FIANCEE! 


GREAT, NEW TRIPLE SENSATION 
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HE-MAN SALES 


SAT-N-TONE 


NEVER NEEDS REFINISHING! 
An occasional washing ne 
restores the original lustre 
immediately! The 
SAT-N-TONE finish 
highlights the contour of 
the ring . . . stock the hand- 
some SAT-N-TONE Gents 
Ring, by FIANCEE! 


SEE YOUR WHOLESALER TODAY! 
: 


The Wouse off Fihltaile 


| Goldstein -Gerson roto me i alott 130 WEST 46th STREET, NEW YORK, N. ¥ 
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MSS-3084 


MSS-3184 


SIMMONS ALL STEEL BOXES 


Handsome packaging 
always helps move 
handsome merchandise . . . and 
Simmons has the best looking 
package in seasons. 


Strong, rugged, with quality “feel”, these new boxes 
are a striking background for one of the finest 
men’s lines in the country. 


If you haven't seen the new Simmons line . . . and the 
sales-inviting new Simmons boxes, ask your local wholesale 
house to show them to you. 


Just one look and you'll know why, coast to coast, 
The Sales go to Simmons. 


MSS-3084 

Pierced Sterling 

Suggested keystone: $9.50 
MSS-3184 

Soft Black Enamel in Sterling 
Suggested keystone: $9.50 
MSS-3274 

Hand Engraved Sterling 
Suggested keystone: $9.50 


All Prices Suggested Keystone Plus Tax 


& 
R. F. UWUNOKS co. 
ATTLEBORO, MASS. - MSS-3274 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 60 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE DEALERS 


347 Fifth Ave., Suite 1302 * New York 16, N. Y. « Telephone Murray Hill 4-1155, 4-1156 
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BEAUTY 


NEW ADDRESS: 1311 LOMBARD STREET, PHILADELPHIA 47, PA. 


Send for our latest catalog today 
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A GUARANTEED YEAR "ROUND PROGRAM TO CRACK 
THE DIAMOND RING REPLACEMENT BARRIER! 
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A basic, fundamental, positive approach to 

increasing diamond business.... 

A dynamic merchandising program, engineered to 
penetrate a new, unexploited potential market.... 

A pre-tested, pre-proved, twelve-month Diamond 
selling plan that will help make your Diamond business, 


Better Business, every day in the year. 


Columbia TRU-FIT 


DIAMOND RINGS 


AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18, N.Y. 
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INSIDE 


THE RING 


for the COLUMBIA 
“Tru-Fit” secret... 









built-in Guardian 






Angels that self- 
adjust for perfect fit 


= 
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VOGUE - 


As Nationally Advertised In 
HARPER'S BAZAAR + SATURDAY EVENING POST 


\latchless Maenificence in 
IPK Gold-Filled Originals 


” Imperial’s Greatest Achievement in 25 Years 


These newest Imperial creations are the highest 
point yet reached in fashion jewelry at modest prices 
combined with world-famous 


luxuriously 
Imperial Cultured Pearls, they possess 
all the characteristics of costly 1SK gold jewelry — 
even to the precious real gold surface that 
adds Jasting wear. These are jewels you will - 
€ 
wear often and treasure always. ei 
cv Highest Award 
for Quality at 
Two World's Fairs 


IMPERIAL PEARL SYNDICATE, Inc., 607 Fifth Ave., New York 17, New York 
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I. D.... serving the watch 
industry better...through 


quality control... 








1D. Watch Case Factory 
— the most modern, fully- 
equipped plant — almost |! 
square block in size. 





1.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


GENERAL OFFICES AND FACTORY: 
137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 
NEW YORK OFFICE: Paul Korman, 580 Fifth Ave. Tel. PL 7-6373 
CHICAGO OFFICE: William Bart, 29 E. Madison St : 
FASTERN and CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden lane, New York, N.Y 









With precision that permits less-than- 
microscopic tolerances, |.D. Watch Case 
Company is.constantly controlling qual- 
ity and checking specifications to assure 
better, trouble-free products for you 


and your customers. 


Mel@me lolol MaloliateMa-1ahitla gmel' ae -lale le 
neers, designers, model makers and 
buying technicians have exercised 
the most stringent standards in purchas- 
fale Molale MiaMicttilale MiaMisleM olelelachicla me lale 
in the field...devising new methods of 
using metals and other elements that 
enter into the manufacture of the finest 
precision-made watch-cases. During 
these years, |.D. Watch Case initiated 
the developments that helped revolu- 
tionize the watch industry. Now, |.D. 


presents a new series of the thinnest, 


best-fitting, yet strongest waterproof 


watch-cases for men and the most pe- 
tite cases for women’s automatic 


Telia sl=t 


For new ideas and “no return” prod- 
ucts... for the watch industry...insist on 


|.D. You'll be getting the best! 





_ “As long as case is unopened, crystal intact 




















(Advertisement) 


402 U.S. manufacturers 
now enjoy 100% tax 


Governor Munoz tells why Puerto Rico offers such 


amazing incentives to new or expanding manufacturers. 


‘WN THIS statement, I shall try to explain 

Puerto Rico’s economic position as 
frankly as I would to any manufacturer 
or labor leader who met me face to face. 


Puerto Rico is currently making a de- 
termined effort to stand squarely on its 
own economic feet. At present we do not 
have nearly enough jobs to support our 
people. We are therefore directing every 
energy to create more jobs at home, and 
to curtail migration to the States. 
That is precisely why we are going 
all out to attract every new plant we pos- 
sibly can. But, to date, we are still pro- 
viding only 25% of the new jobs we need 
each year to keep pace with our expand- 
ing labor force. I shall go into details 
later. But first I want to make two points 
of my Government’s policy absolutely 
clear : 
1. Puerto Rico has no intention of 
winning industries away from any- 
where. We do not grant tax conces- 
sions to runaway plants. 
2. Puerto Rico’s Industrial Devel- 
opment Plan is based on a combi- 
nation of absolutely ethical incen- 
tives. We do not and never will hold 
out low wages as an attraction to 
business. My Government’s firm 
philosophy is that wages should rise 
as rapidly as our economic develop- 
ment permits. 

Let me now describe our basic problem 

in more detail.” 


Our Problem 


“When people talk of over-population as 
Puerto Rico’s biggest headache, they cer- 
tainly don’t exaggerate. 


a4 


Our unemployment is high. Our income 
level is still low —only 25% of the U.S. 
average. And every year 20,000 more 
workers swell our under-employed labor 
forces. 

But this is probably putting the cart 
before the horse. Our real problem is not 
over-population but uwnder-development. 
What then is our best solution?” 


Our Solution 
“IT am convinced that the answer can 
only lie in more and more industry. 
Hence we are pinning our major hopes 
on our industrial development program, 
as the main pull of what we call Opera- 
tion Bootstrap. 

From the economic standpoint, Oper- 
ation Bootstrap has but one simple aim 
—to develop industry, and in doing so, 
to encourage U. S. manufacturers to 
expand their operations to Puerto Rico. 
Operation Bootstrap is, in fact, a bold 
attempt to increase the well-being of our 
whole Commonwealth—workers and em- 
ployers alike. And lest anyone should 
fear that my country’s program might 
injure the U. S. economy, let me now 
sound a reassuring note: 

1. The U. S. already has 65 million 
employed. Puerto Rico only needs 
to create 150 thousand new jobs to 
solve its present problem. 
2. One half of one percent of nor- 
mal U. S. industrial expansion 
would achieve our whole economic 
program. 
I hope these comparisons help to put 
Puerto Rico’s modest needs in proper 
perspective. But, for good measure, let 


me quote a few more figures to show how 
important a prosperous Puerto Rico is 
to U. 5. business itself: 
In 1955, Puerto Rico’s purchases 
from the U. S. rose to $580,000,000. 
Without Puerto Rico as a customer, 
New York’s gross sales would have 
dropped by $67,000,000; Califor- 
nia’s by $54,000,000; New Eng- 
land’s by $53,000,000. 
So much for statistics. Now just a word 
about my people, without whose willing 
co-operation Operation Bootstrap would 
merely be a sterile dream.” 


Bootstrap Underway 
“Pay us a visit and I think you will be 
impressed immediately by the whole- 
hearted faith we Puerto Ricans place in 
Operation Bootstrap. 

We believe in it deeply and thoroughly 
—and, with practically no exceptions, 
support its policies right along the line. 
Thus, I can promise the same eager, 
cheerful co-operation to every U.S. man- 
ufacturer who expands his industry to 
our Commonwealth. 

Searcely a month goes by that I am 
not visited by the Mayors of a dozen 
Puerto Rican towns, all asking for plants 
to be erected in their areas. There’s not 
a community in all Puerto Rico that 
would not enthusiastically welcome the 
arrival of a new factory. 

For we all realize that though we have 
made a promising start up the long, long 
hili to economic prosperity—the summit 
is not in sight yet. But the Puerto Rican 
people have squared up to their chal- 
lenge and are meeting it in good heart.” 
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in Puerto Rico 


freedom 


a A NEW plant in Puerto Rico and 


you are not only free from Federal 
income taxes (they don’t apply) — you 
can be exempt from /ocal income taxes 
too. Your freedom from Federal taxes is 
not a eoncession. It is a Constitutional fact 
which stems logicaily from that historic 
American principle “Taxation without 


(Advertisement) 











If your net profit 
after U. S. Corporate 


Income Tax is : would be : 
$ 29.500 $ 50,000 
53,500 100,000 
245,500 500.000 
485,500 1,000,000 


If your income after Your net income in 


U.S. Individual 


Income Taxis: —-_—srwooulld be: 
$ 7.760 $ 10.000 
15.850 25.000 
25.180 50.000 
51,180 200.000 


*Dividends are tax-free only if paid to res- 


Corporate Tax Exemption 


Your net profit 
in Puerto Rico 





Dividend Tax Exemption* 


Puerte Rico 





idents of Puerto Rico by a tax-exempt 
corporation. Examples are based on Fed- 
eral rates (Jar. 1, 1956) for single persons. 








(not runaway plants ) get tax exemption. 


representation is tyranny.’ Puerto Rico 
has no vote in Congress, and therefore 
no Federal income taxes— corporate or 
personal.” 


Protected by Two Constitutions 


“Your business is not only protected by 
the Commonwealth Constitution, it is 


Beardsley Ruml tells how new or expanding industries 


permanently guarded by all the guaran- 
tees of the U. S. Courts and Constitu- 
tion, too. 

As for your locel income tax exemp- 
tion, this is an added incentive, offered 
by the Commonwealth Government to 
attract new plants that Puerto Rico’s 
economy needs so urgently ” 


How you gain from a new plant in Puerto Rico 


1. A better return. Local tax conces- 
stons, freedom from Federal taxes, and 
lower operating costs will all reflect fa- 
vorably in your company’s balance sheet. 
See table above. 


2. Abundant, skillful labor. Puerto 
Rico’s labor force totals 644,000. The 
Commonwealth operates an ambitious 
vocational training program, which will 
even screen workers and teach them spe- 
cially to operate your machines. The 
adeptness of the Puerto Rican worker in 
learning precision skills may be judged 
by the fact that the following famous 
companies now have operations in 
Puerto Rico: 
Remington Rand. St. Regis Paper. 
Beaunit Mills.. International Latex. 
Carborundum Company. Shoe Cor- 
poration of America. United Drill 
and Tool. Sunbeam Electric. Univis 
Lens. Weston Electrical Instrument 
Company. 
3. No currency or customs problems. 
Puerto Rico is a Commonwealth freely 
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associated with the United States. It is 
an integral part of the U. S. economic 
system. You have none of the problems 
of operating from a foreign country. 
Movement of goods, money and people 
between Puerto Rico and the U. S. is 
as free as it is between the states of the 
Union. There’s no duty on trade and the 
U. S. dollar is currency. 


4. Low capital investment. New sin- 
gle-story, low-rental factories are ready 
to occupy. The government will even 
build a special one for you on a very 
small down payment. Abundant electric- 
ity, gas and water are just waiting to be 
connected. 


5. Ideal location. Puerto Rico is served 
by 30 ocean lines and 8 airlines. It is only 
51% hours by air from New York — less 
than 4 from Miami. Goods are actually 
made in Puerto Rico one day and are 
delivered in Los Angeles the next. The 
climate is perpetual Spring. Tempera- 
ture stays around the balmy 70’s most of 





the year. Swimming, sailing and fishing 
are superb. Domestic help is plentiful. 


is Your Company Eligible? 
To find out if your company is eligible 
for tax exemption in Puerto Rico, call 
our nearest office : 
New York... MU 8-2960 _.. 579 5th Ave. 
Chicago AN 3-4887 ..79 W. Monroe 
Los Angeles . WE 1-1225 .. 5525 Wilshire 


_New booklet—free to manufacturers 


eS 


Commonwealth of Puerto Rico 

Economic Development 
Administration 

579 Fifth Ave., New York 17, N.Y. 

Dept. JC-62 

Mail me “Facts for the Manufacturer,’ 

your report of the advantages of Puerto 

Rico for plant location. 








Company 
Product 
Address 
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Soft touch for you 


new Norelco Debutante gives the ladies 
*‘Powder-Puff” shaving, GIVES YOU A NICE PROFIT 


Advertised on TV! [wo Norelco spec- 
taculars on the NBC-TV Network this Fall: ““The 
Great War’’. October 16th and “‘Call to Freedom’’, 
December 6th. These TV shows will reach some lana 

. . ° ° ; "w: Powder 
60 million viewers—and tell those viewers about | lth the 
Norelco and the new Norelco Debutante! ' => 


Advertised in top magazines! 
Full-page Norelco ads, some of them in full color, 
will appear In VOGUE, GLAMOUR, ESQUIRE, MADE- 
MOISELLE, LIFE, LOOK, AMERICAN LEGION, TIME, 
COLLIER’S and SATURDAY EVENING POST plus a pre- 
Christmas double-page spread for Norelco, featuring 
the Debutante in LIFE. 


Precision-made with 

features that sell! 
shaves with the same Rotary Blade 
action that has made Norelco the 
largest-selling electric shaver in the world. 
dual-purpose head grooms the in-curves of underarms 
and out-curves of legs with perfect comfort. 
blades sharpen themselves, are always ready for use. 
lubricated for life, no bothersome service needed. 
genuine self-starting brush motor. 
no skin-irritation, not even on sensitive underarms. 
You can use a deodorant right after shaving! 
safest, quietest, most ladylike razor made—easiest to clean. 
in beautiful aqua with matching cord. 
a wonderful gift! 


Priced to sell in Volurme! Place your order 
with your distributor NOW! $1775° retail 








Noreico DEBUTANTE 
Model SC7780 
AC/DC with attractive travel case 


® AISO |: . LADY NorELCO ELEC- 
TRIC RAZOR. Feminine version of 

the famous Norelco double-header. 

. In Nassau pink. Dainty, safe and 


fast. Paris-designed case. Model 
$C7767. AC/DC. $24.95 retail. 


And for the men 

| . »« « NORELCO DOUBLE-HEADER, 
fastest-growing man’s shaver in 

| America today. Model SC7759. 


é AC/DC. With travel case. $24.95 
NORTH AMERICAN PHILIPS COMPANY, INC. a retail. 
3 NORELCO SPORTSMAN. Runs on 


100 E. 42nd STREET, NEW YORK 17,N.Y. a) OS flashlight batteries or plugs into 
> , car lighter. With unbreakable mir- 
ror, leather case (less batteries). 

Model SC7750. $29.95 retail. 
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INTERLOCKING DIAMOND RINGS 
WITH THE PROVEN 
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UNANIMOUSLY ELECTED on the platform that means 
more diamond ring sales for jewelers everywhere, day after day! 


i 
Feature-Glo that . 
, *Certified by 
OOk American Testing Laboratories. 
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As appearing in full color in HARPER’S BAZAAR, October 


6! 
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STONYBROOK ... Necklace and Bracelet, $7.50 each; Pin and Earrings; $5.00 each. Prices plus tax. Jewelry design copyrighted. Not authentic unless stamped TRIFARI. 
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The ONLY Protective Agreement of 





it's kind in Watch History! 
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T DOCUMENTS the Fact that when 
FAVRE-LEUBA SAYS “EXCLUSIVE’”’ 
It MEANS EXCLUSIVE in Every Way! 


















At the time of his appointment, each Favre-Leuba authorized distributor 
| receives a written agreement that protects him in every way that the 
4 word exclusive implies . . . He is protected from unfair competition, 
i from discount houses and canvassers .. . free from the danger of too 
; many competitors carrying the same line in his community. 


These are the advantages in becoming a Favre-Leuba distributor: 


1 MONITORED DISTRIBUTION 

. .. We appoint only the most responsible jewelers in each locality as 
; authorized distributors . . . We monitor our sales so that our watches 
can not be sold by cut price outlets or unqualified retailers. 





Typical of Favre-Leuba quality 
; : ; . extremely thin, of ficially- 
... With our signed pledge of iron-clad protection, the dealer can build certified Chronometer; 17 Jewel, 


" his watch sales surely and safely . . . There has never been a retailer- temperature-adjusted movement; 


2 RETAILER PROTECTION 


18 Kt. Gold case; 18 Kt. Gold 
applied-figure dial. Retail 


3 SAFEGUARDED PROFITS (F.T.1.) $250. 
Other Favre-Leuba “‘Temper- 


... Our dealers know they can develop this distinguished and exclusive 
; ; ; ature- Adjusted” Watches from 
line — confident that every uollar of profit is protected against price $71.50. 
cutting and unscrupulous competition. 


importer agreement like this! 
















Sold and Serviced 
in 50 Countries... 
© . Since 1815 


= 


GEE SOeN 


FAVRE-LEUBA watch an Chronometer Co., Inc. 


Designed for Elegance 


Engineered for Accuracy 665 FIFTH AVENUE, NEW YORK 22, N. Y. 






If you are the responsible jeweler in your community qualified 
to be an exclusive Favre-Leuba Distributor, we invite your inquiry. 








FROM THE VOLUME LEADER...A NEW WATCH...PRICED FOR VOLUME SALES 


SELF-WIND WATCH 


To be Advertised on the 


Here’s the watch of the year —and for years to come! 
It has everything your customers want in a modern 
watch. It’s a cinch to sell because the low price prac- 
tically sells itself. If you’ve been getting quick turn- 
over Timex business, count on even faster turn-overs, 
quicker sales, more profits with a self-wind watch 


Look at these bearing the famous brand name, Timex. 


selling features: 


@e Automatically 
winds itself 
Only the Timex self-wind watch offers 


re these two exceptional features: 


Shock-resistant ) 





Famous V-Conic 


escapement ; 
BALANCE WHEEL — 
CONE-SHAPED PIVOT—* “™k— ARMALLOY BEARING 


Armalloy bearings 


New revolving rotor with full 360 degree Famous V-Conic escapement, turning on 

rotation (unlike 180 degree motion of many Armalloy bearings is capable of resisting 

Chrome Bezel conventional self-wind watches). Keeps watch shocks that would break the balance 
wound to maximum power of mainspring, staff of conventional watches. 

assuring greater accuracy and longer wear. 











Unbreakable crystal 








Sweep-second hand 


Padded leather strap 
NEW ASSORTMENT DISPLAY #3988 


Install this colorful free Timex display in 
your window. It moves! It’s fascinating 

to watch. It demonstrates the Timez self- 
wind action. It holds four Timex 

watches. Dealer cost $39.88 


Stainless Steel back 


500 Fifth Avenue, New York 36, N. Y. « 1300 Jane St., Toronto 9, Canada 
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STEVE ALLEN SHOW 
over the full NBC-TV Network! 


Steve Allen’s comedy-variety show captures mil- 
lions upon millions of T.V. viewers every Sunday 
night. 


Your customers will be tuned in, watching con- 
vincing, hard-hitting Timex commercials. Here’s 
pulling power for a continuous flow of customers 
into your store. 


Commences Sept. 23 — timed to your biggest sell- 
ing seasons. Scheduled on 128 T.V. stations coast- 
to-coast on the NBC Network from 8 to 9 PM 
E.S.T. 


Plus more Timex spectacular page ads in the Sat- 
urday Evening Post reaching 11,961,608 readers. 


Be sure you have ample stock of the new Timex 
self-wind and waterproof watches. Contact your 
Timex distributor today for free window stream- 
ers and counter cards. Cash in on Timex adver- 
tising on the Sunday Night Steve Allen Show. 
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GOLDEN HOUR GOLDEN SECRET 
24 kt. gold plated, No glass at all! 24 kt. 


TM ee gold plated. 7-5 32° high. 


PROVEN 


Popubanity 


MEANS DOLLARS 
FOR YOU! 





CONTEMPORAIRE Jefferson Electric Clocks have come 
Hand rubbed woods and to rank with America’s favorite gift 
solid brass. 12 wide. 
ideas . . . tops in clock appeal, and 
tops in dealer profits. During the 
Christmas buying season your Cus- 
tomers will deplete your stocks in 
record time. Their only problem will 
be which clock to choose. 
So don’t be caught short at the height 
of the selling season. Be sure to 
order enough of every model from 
your distributor TODAY. 





GOLDEN HELM GOLDEN MINUTE 
24 kt. gold contrasted Radium-painted hands and 
with satin chrome 7-7 8 high. | numerals. 7 high 












































the gift clock market 


Electric Clocks 
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“AVALANCHE OF ADS 


<< © most powerful advertising 
schedule in Jefferson history! 














IN ALL THESE BIG-NAME MAGAZINES 
LIFE, LOOK, THE POST--they’re all there and they spell out one big 


thing for you ~- customers ~- more than ever before. 


UNBELIEVABLE FULL PAGE ADS, MULTIPLE IN- 
SALES GAINS =~  SERTION ADS, FULL COLUMN 


every year the sales of Jefferson 
clocks have zoomed higher, 
establishing new sales records for 
Jefferson dealers. 


ADS ... all designed for maximum 
reader interest —and ACTION! 


This year sales are running 
25% ahead of ‘55 already. It 
promises to be another record 
breaker so hop on the band- 


JUST THINK— 108,146,785 READ- 
ERS ... 108,146,785 SOLID PROS- 
PECTS. That means 2 out of every 3 


adult Americans will see and be influ- 


wagon. 


enced by at least one Jefferson ad! 


The Jefferson program is designed with 
YOU in mind. We’ve pulled out every 


stop this year to boost your sales and 


profits. 





1954 1955 1956 


CONTACT YOUR WHOLESALER NOW! Yr 








JEFFERSON ELECTRIC CLOCKS 


JEFFERSON ELECTRIC COMPANY e BELLWOOD, ILLINOIS 
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POLIS 


A silversmith’s polish 


=  Setineted retail price oy -UU 
6 of. ae sila 


Daler price per dozen 16 oz. bottles $6. 50 | per dozen, 
with freight. prepaid to all points in Continental eben! Co 
heedien on orders of $26.00 (4 dozen) or more. = oe 


prepared for home 
use by America’s 
leading. silversmiths 


art RACTI VE PRICES AVAILABLE : a : 
since 1831. wit OP RC Pe 


Compl t tiletalion 


THE GORHAM COMPANY 
Providence, R |! 


a : eee 
OO ae ae Ree 
Sn ee oe aa 


sites ie tic Rene Sages ps RR Re aR Re 
PRA Xi RE Sap ns aa BESS SPREE OE: ER Se ee: 


SAMPLE-SIZE TUBES 
BUILD KING-SIZE PROFITS 


|. Profit by 5 new merchandising plans, using 
' colorful 1-ounce tubes. Packed 100 to the 
- carton. Minimum order one carton. Snap-on 
identification tabs $ 95 
included for you to 4. 


imprint locally. 


) 


ju ee of 100 
. Providence 


*TRADE MARK 
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IN THE TRADITION OF 
PRECIOUS JEWELRY ? 
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For you who admire the exquisite in jewelry, Krementz creates treasures 
of timeless beauty. And this jewelry has a lasting loveliness... imparted 
by an overlay of 14Kt. gold that is thirty times heavier than that in 
common electroplated costume jewelry. Naturally, Krementz Jewelry 


costs more, but you will feel a special pride in wearing it... or giving it. 


SF, 


Left: Star-Fire, motif of elegance in icy Austrian crystals and 
white gold overlay. Brooch $19.50 + Earrings $15.00 
Center: Capri Rose, beautiful pink and green precious gold 

overlay. Bracelet $17.50 * Earrings $8.50 
Light: Snowflower, romantic design in white gold overlay and 
brilliant Austrian crystals. Necklace $27.00 + Earrings $19.50 


In fine leatherette gift cases. 
Available wherever fine jewelry is sold. 


Prices plus tax 


FINE QUALITY JEWELRY SINCE 1860 


Appea rine in VOGI | E 











boss saves 


she saves 
half the time... 











all the cost... | 


UWalionals adding machine... 


Live keyboard* with keytouch adjustable to each operator! 


ee eee ces: menace ane 





Saves up to 50% hand motion—and 
effort! Never before have so many time- 
and-effort-saving features been placed 
on‘an adding machine. 

Every key operates the motor! So you 
can now forget the motor bar! No more 
back-and-forth hand motion from keys 
to motor bar. Think of the time and 
effort this saves. 

Keyboard is instantly adjustable to 
each operator’s touch! No wonder oper- 
ators are so enthusiastic about it. They 
do their work faster—with up to 50% 


less effort. New operating advantages, 
quietness, beauty. 

“Live KeysoarD” with Adjustable 
Key-touch plus 8 other time-saving 
features combined only on the National 
Adding Machine: Automatic Clear 
Signal . . . Subtractions in red... . 
Automatic Credit Balance in red... 
Automatic space-up of tape when total 
prints . . . Large Answer Dials. . . 
Easy-touch Key Action .. . Full-Visible 
Keyboard with Automatic Ciphers... 
Rugged-Duty Construction. 


THE NATIONAL CASH REGISTER COMPANY, vayron 9, o#10 


989 OFFICES IN 94 COUNTRIES 


64b 


A National Adding Machine pays 
for itself with the time-and-effort 
it saves, then continues savings as 
yearly profit. One hour a day saved 
with this new National will, in the 
average office, repay 100% a year 
on the investment. See a demon- 
stration, today, on your own work. 
Call the nearest National branch 
office or National dealer. 


*TRADE MARK REG. U.S. PAT. OFF. 





THE JEWELERS’ CiRCULAR-KEYSTONE 





HINA IAY GUIDE TO AMERICA’S BEST “BUYS” FOR 
PROMOTIONAL... PROFITABLE SALES ACTION 
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THE ORIGINAL, WORLD FAMOUS 


VULCAIN 


cricket 
WRIST ALARM 


Different from all others be- 
cause of its multiple fea- 
tures, which include the 
Cricket Alarm, Guaranteed 
17 Jewel Vulcain Move- 
ment with Two Unbreak- 
able Mainsprings and the 
exclusive, engineering tri- 
umphs — EXACTOMATIC 
Pivoting and DUO-BACK 
Sound Chamber. 


vVULCAIN 


SELF-WINDING 
EXACTOMATIC WATCHES 
for Ladies and Men 


100% Waterproof*, fully 
guaranteed 17 jewel 
EXACTOMATIC move- 
ments with two unbreak- 
able mainsprings. . . includ- 
ing Calendar and Power Re- 
serve Models. 


VULCAIN is consistently being pre-sold through 


Shriro’s leading position in 
international trade results 
in values of a truly sensa- 
tional nature... assures the 
jeweler a diversity in mer- 
chandising and sales pro- 
motional effort, as well. 


WITH SHRIROS 
POWER - PACKED 
ROMOTIONAL “FIRSTS“ 
THAT WILL BOOST 


BUSINESS and 
STEP-UP PROFITS 


Phone or write today 
for details 


_, 


MODERN SCANDINAVIAN 
DESIGN LIFETIME STAIN- 
LESS STEEL FLATWARE 


A tested and proved sales 
promotional traffic - getter. 
Available in 24-piece serv- 
ice for 6, 50-piece service for 
8, open stock, and 4-piece 
hostess sets in two brand 
new patterns. Fantastically 
priced for true, fabulous 
value! 


Super-Powered Promotional 
Mat$ Free with Your Order 


Yew POCKET SIZE 
RADIO 


A sure-fire business-booster 
promotion that can be sold 
at a midget size price. In- 
cludes many extra features 
... beautifully designed 
plastic case, flashlight at- 
tachment, personalized dual 
earphone plug-in attach- 
ment, clear-tone large 


speaker. 


Super-Powered Promotional 
Mats Free with Your Order 


FOR LADIES 


CORNELL WATCHE 


For complete flexibility in mer- 
chandising and price appeal. Avail- 


able in 25, 21, 17 and 7 jewel ae 


movements in gold, gold-filled, by, 
SY 


RGP, steel and chrome cases. Move- 


national advertising in LIFE, SATURDAY EVENING 
POST, ESQUIRE, FORTUNE, NEW YORK TIMES 
MAGAZINE. 


Super-Powered Promotional Mats Free with Your Order 


anc2 Net's Thinnest 100% Waterproof* 

& Automatic Waterproof* Watches 
Sensationally Priced for Atten- 
tion-Compelling Values! 


& MEN 


ments equipped, as desired, with 
Incabloc, unbreakable mainsprings, 
anti-magnetic hairsprings and be- 
ryllium balances. Available in five 
competitively priced qualities. Can 
be ordered with trademark “Cor- 
nell” OR WITH YOUR OWN 
NAME ON THE DIAL. 


Super-Powered Promotional 
Mats Free with Your Order 


*When crystal intact and case unopened. 
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Tradeln Plan: 


Traffic! Interest! Keystone-plus Profit! 
All Yours with Quality Watchbands in 
Kreisler Limited-Time Trade In Plan! 


|. You feature four different $10.95 Kreisler watchband styles — two for 
men, two for women — all with typically fine Kreisler design and crafts- 







manship. (You receive a T.I.P. coupon with each watchband you order. ) 






2. You allow your customers $5 for their old watch attachment (regardless 
of age, make, or condition) towards the purchase of the $10.95 Kreisler 
watchband. The customer pays only $5.95! 



























T. I. P. Starts Oct. 22 — Ends Nov. 22 (First merchandise shipment 
about week of Oct. 12.) 


Here’s how you make your Keystone-plus profit with Kreisler T. I. P. 


Assortment +72: 24 watchbands 


2 different men’s styles 2 different ladies’ styles 
712434................. a ee 3 Yellow, 1 White SESSES.............. ES A Bx alate Te 3 Yellow, 1 White 
ARERR ERTE EAR ee ES (short) 1 Yellow co AUTRE TEE IERIE TOT (short) 1 Yellow 
RI i. geisiciscesocieiacs ‘aieiaeealais (long) 1 Yellow Nadi too wat eta (long) 1 Yellow 
i) Le SISBINZ............. Rr ENS El: ARE aR 4 Yellow 
_ —ss“‘tésC RT sila (short) 1 Yellow AIO Ra ees (short) 1 Yellow 
#12444... iia iat ee (long) 1 Yellow EET ETE FR scctesealieiiicl (long) 1 Yellow 
24 bands...your cost............ $ 72.00 
Less Credit for old bands...... 12.00 





your net cost $ 60.00 
You sell 24 bands at $5.95 FTI] $142.80 


YOUR PROFIT FTI $82.80 keystone-PLUS! 


ORDER TODAY — USE THIS HANDY COUPON! 





Free T. I. P. Promotion Kit... 

contains this counter unit, plus posters, and ma- 
_ terial for window display, newspaper, radio, TV 

and direct mail advertising. You get this kit with 


Jacques Kreisler Manufacturing Co. 
Dept. J 
North Bergen, New Jersey 


Please ship me............. Trade In Plan Assortment #72, 
with your FREE promotion kit and extra-profit T. I. P. coupens. 


your order. 














Name 
Store 
27,000,000 People Will See T. |. P Address 
in Kreisler Advertising in October City ee) 
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more fabulous 
than ever... 
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COROCRAFT. A DIVISION OF CORO INC 


Scheherazade... 
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Announcing DISTINCTION—a dramatic NEW G-E Telechron 
electric clock with alarm. A high-scorer in customer-appeal tests! 
A quality-styled gift of DISTINCTION, introduced to boost sales— 
and profits—during your best 1956 selling season. Call your distrib- 


utor salesman—today! 
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* Manufacturer's recommended retail or fair trade price, plus applicable taxes 
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GENERAL @@ ELECTRIC 


t new gilt 


CHRISTMAS SELLING SEASON 


Model 7H243. Smart styling, with a 


flair. Solid brass case, brushed silver 


color panels. Top quality, top appear- 


A wonderful 1l-day spring vaca- 
tion overseas! You may be one of 
25 store principals who, with their 
wives, will be flown from home 
towns to Miami. The General 
Electric-Telechron Clock guests 
will fly May 14 from Miami to 
Nassau (Emerald Beach Hotel). 


ance—for living rooms and executive 


offices. At a profitable price: $29.95* 


Nassau-Bermuda vacationland holiday! 


Then on May 19 to Bermuda 
(Castle Harbour Hotel), and on 
May 24 to New York. Selections 
will be based on your clock activ- 
ities for the period from October 1 
through December 15, 1956. See 
your distributor salesman or send 
coupon— today ! 
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| NASSAU-BERMUDA VACATIONLAND HOLIDAY 
Clock and Timer Department, GENERAL ELECTRIC COMPANY 
500 Chestnut Street, Ashland, Massachusetts 


Please send me full information and requirements to qualify. 


i 

i 

| 

| Name 
| Store 
| Address 
i 

is 


City 


Zone State 
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E value our reputation for value —- the TRUE 

value that only a start-to-finish manufacturer 

can offer. No part of the Kaspar & Esh diamond 
buying process...no part of our designing process... 
no part of our manufacturing process is farmed out 
to narrow your margin of profit! Not only does this 
make for economy of price(for youand your customer), 
but this close and personal supervision insures true 
product value! That’s why so many retailers use 
Kaspar & Esh to help them establish a reputation for 


true value — a jeweler’s most important stock in trade. 


VALUE becomes 


AND WE PUT YOUR GUARANTEE OF VALUE IN 
WRITING! Exact weight and quality are indicated 
on every KASPAR & ESH diamond ring. 


To see our value-full lines, CALL ON US — or phone 
—and we'll CALL ON YOU. 


@ MATCHED DIAMOND ENSEMBLES @ FANCY DIAMOND RINGS 

e@ MEN'S DIAMOND RINGS @ DIAMOND EARRINGS 

@ ADD-A-LINK* FAMILY OF DIAMOND WATCH ATTACHMENTS, 
DIAMOND BRACELETS AND DIAMOND NECKLACES. 
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THE KASPAR & ESH STYLE STORY 
There is a continuous activity at KASPAR & ESH to 


design and produce diamond rings that are different 
... more desirable ... more saleable. We invite you 
to see our latest creations . . . and our special group- 
ings of exquisite diamond rings, especially designed 
to appeal to the local taste preference of your section 
of the country. 


TAKE 
AD - VANTAGE 
of our 
DEALER AIDS 


e Mat Ads 

e Counter Cards 
e Displays 

e Stuffers 

e Pamphlets 


KASPAR & ESH 


MANUFACTURING JEWELERS... DIAMOND IMPORTERS 


126 West 46th Street, New York 36, N. Y. Antwerp: 62 Rue de Pelican 


FOR OCTOBER, 1956 











*Registered Trademark 
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Network television 


DAVE GARROWAY 
Star of the NBC-TV TODAY program 
7 to 9 AM, New York time 


NEW ! 
the Pirouette 


Here’s a brand-new Decorator Wall Clock just in 
time for Christmas gift giving! Case is glossy black 
with solid brushed brass trim. Brass dial, sweep- 
second hand and convenient front hand-set knob. 
Electric, it mounts to conceal cord and outlet. 
Diameter 12%". Priced to retail at $14.98 plus 
tax, it’s sure to be one of the best-selling wall clocks 


in the coming gift season. 


You can order the Pirouette through your distributor now. 
For additional information write to Seth Thomas Clocks, 
Division of General Time Corp., Thomaston, Conn. Spec. 
sheets, counter cards and promotional material available 
for your use. 


SETH THOMAS 


MASTERPIECES IN TIME SINCE 1838195 
Division of ad General Time Corporation 
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in the big booRs : 





BRIDES 


mr agazine It’s a big advertising year for Seth Thomas clocks 

... big, full-page, full-color and black-and-white 

ads in America’s leading magazines, plus the sales- 

on the Fe DAY show proved selling power of television’s Dave Garroway. 
Starting in October, this hard-hitting campaign 

will work for you right through the Christmas gift- 


buying season. 


SETH THOMAS LINE! 

















MEDBURY... Classic American styling, quarter-hour SILHOUETTE... Modern electric wall clock. Jet black 


Westminster chime. Mahogany case with crotch mahog- case with bronze trim, or flat white with brass. Diameter 


any overlay. 8-day keywound. 9%" high. Retail $59.50* 10%" Retail $14.95* 
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POISE... Distingu?fShed period alarm. Electric, 54%” high. CLASSMATE .. .7-jewe!l, 30-hour travel alarm. Luminous 
Mahogany case with brass trim. Retail $14.95*. Hand- hands and hour markings. Genuine leather cases. Comes 
tooled burgundy or green leather. Retail $22.50* in 3 styles and S colors. Retail $9.95* *Plus tox 
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sabe 


something 
sellable... 


These “‘babies” are as modern as 
this minute! Manufacturing 

S) jewelers can “give birth” to 
hundreds of sellable ideas 
utilizing these—the latest in our 
growing line of machine made 
inspirations for bracelets 
and chokers. 


Available in Aluminum, as well 
as Brass and Silver, they’re 
ready for prompt shipment in 
any quantity. You’ll find they’re 
priced right, too. We’ll be glad to 
quote on your requirements. 
Contact our main office. 























UNIVERSAL CHAIN COMPANY, INC. 


92 Burnett Avenue, Maplewood, N. J. 
Branch: 61 Peck St., Providence, R. I. « N. Y. Office: 489 Fifth Avenue 
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Patent Pending 
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When a jeweler selects diamond rings... he selects 
those that have the greatest “eye appeal” and the 
smartest “price appeal.” Your wholesaler knows from 
experience that Tessler & Weiss mountings make it 


possible for him to offer these values to you. 


Your wholesaler and only your 


wholesaler can offer you... 


Tessler & Weiss mountings! 














SSS 

















Tessler & Weiss inc. 


2389 Vaux Hall Road, Union, New Jersey 


Rings enlarged 
to show detail. 
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¢ You know how tough it is for you to see un- 
trained, extra holiday-help fumbling through sales 
presentations with prospective customers. 

It isn’t pleasant for them, either. 

The chances are you can’t afford the time to 
teach them even the rudiments of the jewelry 
business or make them acquainted with the stock 
you carry. 

Two years ago JC-K published the first booklet 
aimed at providing help—for your extra holiday 
help. It presented the basic essentials relating to 
jewelry merchandise and jewelry merchandising 
in a form which the newcomer could easily under- 
stand and readily adapt. 

The booklet was a great success not only in the 
number sold but in the results it produced both 
for the jeweler and for his new sales people. It 
was natural that there should be a continuing de- 
mand for it. 

In response to a significantly heavy number of 
requests, JC-K set its entire staff of editorial spe- 
cialists to the task of revising the contents to 
make the booklet even more effective. 

Not only have the articles been more finely 
pointed but the format has been revised and the 
page size changed to make for easier reading and 
study—the 32 pages are of Reader’s Digest size. 


This booklet does not go into technical details, 
which only tend to confuse the beginner; it gives 
him just enough to feel that he is not a stranger 
to the business. It is designed to build confidence 
in the clerk, confidence which he can radiate so 
that the customer will, in turn, have confidence 
in his statements. 


The material is designed to teach the practices 
of the jewelry store, the psychology of jewelry- 
store customers—and the essential facts on 
jewelry-store merchandise. 


The average jeweler in trying to explain to a 
new clerk the quality factors of his various lines 
of merchandise is either too superficial or too de- 
tailed in his teaching. He usually ends up with a 
feeling of regret at having wasted his time. 


Whether the extra Christmas help are school 
teachers, bank clerks, college students, erstwhile 
unemployed widows or potential full-time em- 
ployees, they will find this “capsule course” fas- 
cinating, easy to read and absorb. This booklet 
presents its material on the assumption that the 
newcomer knows nothing about jewelry-store 
items and has only average intelligence. 


Did you ever consider the psychology of the 
layman coming into a jewelry store and stepping 


32 PAGES OF BASIC 
4 READER'S DIGEST SIZE 


@ diamonds 

@ clocks 

@ colored stones 
@ giftware items 
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behind a jewelry counter as a clerk? They are 
just plain scared. 


They must be made to feel at ease, made to feel 
important—they must be made to feel they are 
needed. This booklet does that. It says on its 
opening page to the beginner, “You are now one 
of us.” It goes on to welcome him as a fortunate 
“person apart.” It continues, “You are now part 
of one of the world’s oldest and. most respected 
trades. As one in the jewelry business it is your 
privilege...” 


The practical limitations of temporary, part 
time help are recognized. For example, the first 
“capsule course” is on the selling of diamonds. 
This is not titled with a bookish heading which 
would frighten the beginner. Rather, it is headed, 
“A Diamond Is Forever’”—a heading such as the 
new clerk might find on an article in a consumer 
publication. It is intriguing. It starts with some- 
thing the lay reader can understand and believe. 
For example, the capsule course on diamonds 
says, “On that little tag attached to each diamond 
ring and on the inside shank of the ring itself, you 
will find a wealth of information. Tell it to the 
customer—BUT, if he wants to get ‘technical,’ 





SELLING FACTS ON 


@ watches 
@ silver 
@ china & glass 


(Also included is a three- 
page glossary of jewelry 
store terms and a three- 
page list of test ques- 
tions.) 


SEND COUPON TODAY > 
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you had better be ready and call for the assistance 
of more experienced help to take over the sale.” 

The reading matter on this subject is informa- 
tive without being awesome. The newcomer is 
advised of the quality factors which determine 
the value of diamonds—information which should 
be transmitted to the customer. 

For example, carat weight is explained. “But,” 
the newcomer is told, “‘size is only one of the fac- 
tors determining the value of a diamond. The 
others are cut or make of the gem, the color, and 
the clarity of the diamond.” The article goes on to 
explain in simple detail just what these are. 

The diamond selling “course,” like the other 
“courses,” is easily digestible, easily understood. 

In addition to the courses on different jewelry 
store lines, the booklet includes a three-page glos- 
sary and three pages of quiz questions with which 
the new clerk can test his knowledge. 

Clip the coupon appearing to the right—send 
in your order for a copy for each of your extra 
holiday clerks. Do it now! When your extra peo- 
ple report for work you can capitalize on their 
enthusiasm by immediately turning over to them 
these instructive “capsule courses.” Copies are 
50 cents each from JEWELERS’ CIRCULAR-KEY- 
STONE, Chestnut and 56th Sts., Phila. 39, Pa. 
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Please send immediately ... 
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Chestnut & 56th Sts., Philadelphia 39, Pennsylvania 


copies of “Fitting into the 
Selling Picture” at 50 cents per copy. Enclosed is $... 








SHAVER SALES CONTEST 
FOR RETAIL SALES PERSONNEL 


GRAWC 


Six Grand Prizes will be awarded in ail — 
3 east of the Mississippi, 3 west of the Mississippi! 


FIRST GRAND PRIZES — 
2 exciting 1957 Chrysler 4-door sedans with 
PowerF lite Transmission — Fully Equipped! 


SECOND GRAND PRIZES — THIRD GRAND PRIZES— 


2 glamorous all-expense-paid one- 2 sensational new RCA 
week trips to Bermuda for two! color television sets! 
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Here’s how you can qualify for 
any of these fabulous Grand 
Prizes. First, sell six Ronson 
“66” Men’s Shavers or Lady 
Ronson Shavers—in any com- 
bination—( which automatically 
wins you a Ronson Lighter 
Award). Then, on your official 
Ronson entry blank (which 
lists complete contest rules) 
complete the following. state- 
ment in 25 words or less: “I 
preter to sell the Ronson “66” 
(or “Lady Ronson’’) electric 
shaver because...” It’s as easy 
as that! 
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valuable prizes 
by selling 

, only 6 of 
7) these fabulous, 








The amazing all-new 
RONSON “66” 
Shaver with Super 
Trim—the only 
electric shaver that 
does the whole job! 


sell 6 Ronson “66” Shavers or 
Lady Ronson Shavers—in any 
combination—and WIN your choice 
of the smart Ronson Essex or hand- 
some Capri Pocket Lighter! (value 
—$8.50) 





sell 12 or more Ronson “66” 
Shavers or Lady Ronson Shavers 
—in any combination—and WIN 
your choice of the exquisite Ronson 
Crown or Queen Anne Table 
Lighter! (value—$12.65 including 


sell 24 or more Ronson “66” 
or Lady Ronson Shavers—in any 
combination—and WIN your choice 
of a Queen Anne or Crown Table 
Lighter, 
PLUS 

your choice of the all-new “66” 
Shaver or the beautiful Nordic 
Table Lighter Set! ( value—$35.00) 


RONSON NORDIC SET 
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The trim LADY 
RONSON Shaver— 
the modern 
glamorous way 
to silky smooth 
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RONSON “66” SHAVER 





PLAYHOUSE 50 If you have not received your official entry blanks 
in the mail, ask your Ronson supplier or write to 


Ronson Corporation, 31 Fulton Street. Newark 2. N. J. 


Get behind Ronson’s most sales-compelling promotion 
ever! The sensational “Playhouse 90” on CBS-TV —a 
spectacular 144 hour weekly dramatic show will make 
Ronson Shavers the most wanted shavers in the world! 
And, dynamic Ronson advertising in LIFE, LOOK, 
and other leading magazines and newspapers will 
help you sell more Ronson Shavers faster —easier! 


FOR OCTOBER, 1956 


“Subject to oficial contest rules’ 












, 


maker of the world’s 
greatest lighters and 
electric shavers 
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CENTENAIRE e hhe world i thinnest automatic. . . 
GOLDEN HEART e he worldi smallest automatic. . . 


_.. with balltearing-mounted volor 
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The Centenaire and Golden Heart — signa- 
tured centennial presentations—are ETERNA S 
new, de luxe 1957 ETERNA+ MATICs. They fea- 
ture ingenious technical innovations... ex- 
clusive fashion accents . . . applied 18-K gold 
markers... and luxury styling. 

Wafer-slim, the Centenaire is the world’s 
thinnest automatic with sweep second. Revo- 
lutionary in design, it has a radically new 
movement with aerodynamic balance and 
extra-large spring barrel that ensure superb 


accuracy. It is the smart watch for men who 
appreciate quality. 

The tiny Golden Heart — for women — 
is the world’s smallest automatic with a ball- 
bearing winder. Its distinctive feature is 
its 23-K gold rotor that develops powerful 
winding energy. Dainty as a minuet, it com- 
bines quiet elegance with peak precision. 
Each commemorative ETERNA* MATIC has 
Centenaire or Golden Heart inscribed on the 


back of its case. $110.00 TO $1,000.00 F.T.I. 


Write for our illustrated centennial brochure in color. 


17 JEWELS 
ANTI-MAGNETIC 


SHOCK-PROTECTED 
UNBREAKASBGLE MAINSPRING 


ETERNA:-MATIE 


ETERNA WATCH COMPANY OF AMERICA, INC. 
New York 22, N. Y. 


677 Fifth Avenue - 


The secret of the tiny Golden Heart's selfwinding per- 
fection is its heavy 23-K gold rotor. [Photo enlarged) 


Sideview sketch of the incredibly thin Centenaire 
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LIFE does a jewel 


of a sales job 








Your own customers prefer LIFE: 








Because LIFE gives more people more of what they want 
... by presenting the exciting story of these exciting times and 
making the reader a part of that story... by presenting a 
wonderful wealth of fascinating features and making the reader 
feel them ... by presenting something of interest for every age, 
something of value for every taste and type... by making people 
react to: 


MORE EXCITEMENT 


about these exciting times 


MORE INFORMATION 


about today, yesterday and tomorrow 


ev in LIFE’s unique blending of memorable 
words and pictures 


7 
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Jewelers prefer LIFE 


because jewelers have found ‘‘Advertised-in-LIFE”’ 


an invaluable sales aid 


That’s why: 








A NATIONAL SURVEY OF JEWELERS SHOWS 
THAT LIFE IS THEIR FAVORITE BY FAR 


You’ve heard about the recent national survey of a comprehensive cross- 
section of jewelry retailers. Now read the exact findings of this scientific 
sampling conducted by research specialists of the Audits and Surveys Co. 
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Advertising appearing in LIFE is—by more than 2 to 1— 
that most often used for jewelry store tie-in displays. 


Jewelry sggiflers—by more than 3 to 1—pick LIFE as 
their choice to carry advertising for the fine things 


they sell. 


Jewelry retailers report that the magazine most fre- 
quently mentioned by manufacturers’ salesmen is LIFE 
—by more than 6 to 1 over the next leading magazine. 


More jewelry retailers purchase LIFE than purchase 
any other magazine. 
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Myer B. Barr, Barr’s Jewelers and Sil- 
versmiths, Philadelphia, receives Brand 
Names Retailer-of-the- Y ear plaque from 
Henry E. Abt, president, Brand Names 
Foundation. “‘Conover Girl’’ Carol Mid- 
dleton assists. 


Take a profitable tip from a 
top jewelry retailer 


Here’s solid proof of the tremendous selling power of LIFE. Here’s 
an expert opinion that neatly sums up the feelings of the nation’s 
jewelry retailers: 


‘‘As Brand Names Jeweler-of-the-Year, we at Barr’s are very much aware 
of the tremendous pulling power generated by consistent brand-names 
advertising . . . and nowhere is that consistency more evident than in the 
pages of LIFE magazine. 

‘There is little doubt, then, why we consider the magic phrase ‘Adver- 
tised in LIFE’ one of the most dramatic, most effective sales messages that 
can be used in our store advertising.” 


and don’t miss these tips either... 











ADVERTISED IN 





Follow the smart sales strategy of 
award-winners like these 


1950 BRAND NAME WINNER 


DANIEL W. CRONE, JR., Exec. Vice- 
President. S & N Katz, Baltimore, 
Maryland. ‘“‘We have always felt that 
LIFE is a potent factor in maintain- 
ing and exploiting Brand Names. 
During our fifty years of business we 
have constantly built our reputation 
for quality and service on Brand 
Names merchandise.” 


1951 BRAND NAME WINNER 


B. C. HELZBERG, HELZBERG’S JEWEL- 
ERS, Kansas City, Mo. “‘We feel that 
our tie-ins with LIFE magazine were 
most helpful in our winning the Brand 
Names Award. Naturally, we con- 
sider it only good business to con- 
tinue forceful LIFE promotions.” 


Jewelry retailers-of-the-year praise 


the pre-selling power of LIFE 


1953 BRAND NAME WINNER 


L. G. BENWAY, Pres. BASCH’S JEWEL- 
ERS, Cleveland, Ohio. ‘‘We firmly be- 
lieve that the value of promoting LIFE 
advertised merchandise is greater to- 
day than ever before. The smart, 
aggressive jeweler always takes ad- 
vantage of the tremendous LIFE mer- 
chandising material . . . and obtains 
excellent over-all results.” 


1954 BRAND NAME WINNER 


J. M. WILSON, WILSONS JEWELERS, 
Syracuse, N. Y. “The promotion of 
LIFE-advertised items has proven 
highly successful in our stores. Such 
strategy means less customer resist- 
ance, faster turnover, pre-sold mer- 
chandise, and greater sales-staff en- 
thusiasm.”’ 


and to wrap it up for you... 


1952 BRAND NAME WINNER 


R. L. SCHINDLER, SCHINDLER’S 
JEWELRY STORE. Sioux City, Iowa. 
“‘We have consistently used various 
LIFE merchandising material. This 
policy has always proven most prof- 
itable.”’ 

















Here’s how simple it is to 5 te Biaee 


|ADVERTISED IN| 


potent, profitable id displays 


S. A. Meyer Company, Waideinates, a J. B. Hudson Company, Minneapolis, Minn. 
For stimulating sales... For traffic-stopping impact... 


Helzberg’s, Kansas City, Missouri. 
For simpler, faster turnover... 


For pre-selling jewelry 
prospects... there’s 
nothing quite 


like LIFE q) 


B. D. Howe & Son, Pasadena, Calif. 
For building store prestige . . . SF 












LIFE helps you sell by pre-selling 
all these brands 


Count how many of your best-selling items are advertised 
in the pages of America’s biggest weekly magazine. 


October 1 


De Beers Diamonds—page, color 
Eastman Kodak—page, color 
Schick Electric Shavers—page, c. 
Zippo Lighters—page, color 
International Stainless— page 
Norelco— page 

Royal Typewriters— page 
Longines- Wittnauer— page 

Bell and Howell— \% page 


October 8 


Ronson Shavers—spread 

Argus Cameras—page, color 

1847 Rogers Bros.—page, color 

Remington Shavers—page, color 

Anchor Hocking Glassware—pg. 

Keepsake Diamond Rings—page 

Burroughs Adding Machines— 
l4 page, color 

Bell and Howell— % page 

Longines— Wittnauer— % page 

Parker Pens— \% page 

Amity Leather Products Co.— 
“4 page 

Vu-Riter Pens— 14 page 


October 15 


Royal Typewriters-——page, color 
Schick Electric Shavers—page, c. 
Libbey Glassware—page, color 
Longines- Wittnauer— page 
Norelco Shavers— page 

Bell and Howell— 4 page 
Scripto— % page 

Coro Jewelry— 4 page 

Louvie Watch Co.—14 lines 
Makover Bros.—14 lines 


October 22 


Argus Projectors—page, color 
International Sterling—page, c. 
Remington Shavers—page, color 
Royal Typewriters— page, color 


Schick Electric Shavers—page, c. 


Polaroid Cameras— page 
Zippo Lighters— page 


*Due to last-minute changes some items may be omitted. 


Holmes & Edwards— \% page, c. 
Bell and Howell— % page 
Longines-Wittnauer— 4 page 
Parker Pens— % page 

Louvic Watch Co.—14 lines 


October 29 


1847 Rogers Bros.—page, color 

Royal Typewriters— page, color 

Underwood Typewriters— 
page, color 

Eversharp Inc.—page 

Norelco Shavers— page 


Gold Filled Mfg. Assn.— \% page, c. 


Artcarved— % page 
Longines-Wittnauer— 4 page 
Bell and Howell— 4 page 
Enicar Watches— 4 page 
Viewlex, Inc.— 4 page 

Alco Pens—14 lines 


November 5 


Argus Cameras— page, color 
De Beers Diamonds—page, color 
International Sterling—page, c. 
Schick Electric Shavers—page, c. 
Longines- Wittnauer— page 
Ronson Lighters— page 
Bell and Howell— \% page 
Parker Pens— % page 
Starfire Diamond Rings— 

14 page, color 


November 12 


Holmes & Edwards—page, color 

Libbey Glassware— page, color 

IBM Electric Typewriters— 
page, color 

Parker Pens—page, color 

Royal Typewriters—page, color 

Schick Electric Shavers—page, c. 

Longines- Wittnauer—page 

Norelco Shavers— page 

Polaroid Cameras— page 

Burroughs Adding Machines— 
l4 page, color 


Gold Filled Mfg. Assn.— “4 page, c. 


Bell and Howell— % page 


Viewlex, Inc.— % page 


November 19 

Argus Projectors— page, color 
Melmac Dinnerware— page, color 
Remington Shavers—page, color 
Royal Typewriters—page, color 
Schick Electric Shavers— page, c. 
Sheaffer Pen Co.—page, color 
Smith-Corona—page, color 
Sunbeam Shavers—page, color 
International Stainless— page 
Longines- Wittnauer— page 

Mido Watch— page 

Ronson Lighters—page 

Bell and Howell— % page 
Parker Pens— % page 

Crown Luggage—14 lines 


November 26 
Wallace Sterling—3 pages 
Eastman Kodak—spread, color 
Gold Filled Mfg. Assn.— 
4 page, color 
Girard Perregaux Watches— 
spread 
Ansco— page, color 
Coro Jewelry —page, color 
1847 Rogers Bros.—page, color 
IBM—page, color 
Paper Mate Pens—page, color 
Parker Pens—page, color 
Sheaffer Pen Co.—page, color 
Underwood Typewriters—page, c. 
Keepsake Diamond Rings— page 
Polaroid Cameras— page 
Gold Filled Mfg. Assn.— % page, c. 
Artcarved— % page 
Marathon Co.— 4 page 
Jefferson Electric Clocks—56 lines 


Rely on the tried-and-trusted 
sales aid used by jewelry 
retailers everywhere: 


ADVERTISED IN 











It all adds up 
to this 





LIFE leads with people who buy jewelry 


First in Circulation First in Readership 


RAND 895 Swe. vee .5,714,720 26,450,000 
Saturday Evening Post.. .4,943,838 Look (Bi-weekly) 18,050,000 
Look (Bi-weekly)....... .4,201,297 Saturday Evening Post. .14,050,000 
Collier’s (Bi-weekly)... . . 3,814,220 Bourse: A Stel af Pour Medis 


Source: ABC Publishers’ Interim Statements, 
first quarter, 1956 














LIFE leads with people who make jewelry 
First in jewelry advertiser investment 
—first 6 months, 1956 


2,104,968 
1,378,486 
372,393 
265,380 


P. I. B., first half 1956. (Gross figures) 











And, as proven by the recent nationwide survey: 


ADVERTISED IN 


leads with people 


who sell jewelry 








EXCLUSIVE DISTRIBUTORS OF 


RENO-LEPAUTE OSCILLOGRAF 


CADMAN-KIEFER 


EXPANDRO and EXPANDRO-FLEX 


ALL AVAILABLE IN R.G.P. AND STAINLESS STEEL 
EXPANDRO - LORD # 5018 Additional Pattern +2016 Not Illustrated 
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CADMAN - KIEFER 
EXPANDRO - FLEX 





All available with 
WATCH-IDENT UNIT 
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Insert nose of baseplate in slot and press shut 


Manufacturers and Distributors of | | . | I] 
Children's Jewelry, seamless wedding | | | | a i 





bands and Fine Jewelry 


For almost a quarter of a century. 





Lock in place 


MANUFACTURING COMPANY 


2038 N. TELEGRAPH ROAD TILLSONBURG 
DEARBORN 7, MICHIGAN <> ONTARIO, CANADA 
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An editorial message on the problems facing the ethical jeweler, 
published in a spirit of service by the Norman M. Morris Corp. 


Magna Charta’ 


for the Ethical Jeweler 


TODAY THE ETHICAL JEWELER is doing a wonderful 
job of selling . . . for somebody else! 


Apparently, the time-honored techniques of conduct 
ing business are no longer sufficient. ‘The ethical 
jeweler’s merchandise is as excellent as ever. His 
advertising and store displays are as attractive as 
before. His reputation for experience and integrity 
is respected as always. Yet sales ... and profits... 
don’t materialize as they should. 


The reason is obviously this: The ethical jeweler 
intelligently and effectively pre-sells people on want- 
ing his merchandise... but the discount house around 


the corner sells the merchandise. 


This is a wonderful arrangement for the price-cutter 
He needs no advertising or promotion. The ethical 
jeweler advertises and promotes for him. He needs 
no window or store displays. The ethical jeweler is 
his showcase. He needs no reputation for integrity 
to back his merchandise. ‘The ethical jeweler gra- 
ciously lends that. In short, the ethical jeweler has 
become the unpaid sales agent of the discount house. 


What has the ethical jeweler done? 


Many ethical jewelers have reacted to this situation 


®In 1215, King John of England signed a charter which guaranteed 
certain political rights and personal freedoms. Known as the Magna 
Charta, this document is one of the great landmarks in history. Today 
the term “‘Magna Charta’’ is often used figuratively to denote a declara- 


tion of major importance. 
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like the fabled horseman who rode off in all direc- 
tions...and ended nowhere. Some retailers have 
tried to match price-cut with price-cut. But they have 
discovered there is no end to this ruinous road. Other 
jewelers have attempted to defeat the price-cutter by 
carrying a multitude of items the discounter couldn't 
possibly duplicate. But this also has proven self- 
defeating. Inevitably, it leads to a diffusion of sales 
efforts, spotty advertising, inventory problems, and 
ultimately reduced profits. 


Nor has the treadmill of high volume selling pro- 
vided the answer. The jeweler who takes this course 
quickly realizes that he must sell more and more 
units of cheaper merchandise to keep pace with 
rising operating costs and reduced profits. In the 
process, he loses his strongest sales advantage . . . his 
reputation for finer merchandise. 


Is there an answer? 


The solution to the predicament of the ethical 
jeweler lies in two vital concepts: (1) Sell quality 
products only. (2) Sell quality brands which give 


the jeweler full protection. 


The ethical jeweler knows there are two types of 


customers ... the person who respects only a low 
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price and the person who places other considerations 
above the price tag. The first is the proper prey of 
the discounter, and the ethical jeweler realistically 
must recognize that the hard-boiled price buyer is 
not his prime market. The second customer . . . the 
quality customer . .. is the one the ethical jeweler 
must woo and win. 


The quality Gustomer can be 
more interested in the beauty, 
the efficiency and the prestige 
of a product than in its cost. 
He appreciates and is willing 





to pay for the expert counsel 
and service of the jeweler ... and the prestige of the 
jeweler’s name on the giit he gives, too. Integrity 
means a great deal to such a person .. . and he buys 


at the establishment recognized for it. 


Understandably, the quality customer seeks quality 
merchandise. But what is “quality merchandise’? ‘lo 
the customer, it is merchandise that has a special 
reputation for excellence and beauty, merchandise 
he can be proud to own or wear. But to the ethical 
jeweler, “quality merchandise” means much more. 


He knows that a quality line is one that maintains 
and enhances its own superior reputation by selective 
distribution. He knows that if the manufacturer 
offers it through fewer retail outlets, that line is 
better for his store than items which are indiscrimi- 


nately distributed. 


A quality line, to a jeweler, also means one that is 
uncompromisingly price-protected. Its manufacturer 
deals directly with only reliable franchised jewelers, 
vigilantly controls his distribution channels, and is 
prepared to revoke franchises if jewelers do not com- 
ply with his policies. 


One quality line or many? 


The jeweler must reason one step further. Not only 
must he decide which quality lines have the greatest 
profit potential ... but, also, how many he should 
carry. Here, the recent experiences of hundreds of 
ethical jewelers across the country is an invaluable 
guide. Time and time again, greater profits have 
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been made when the jeweler concentrated on only 
one quality line in each merchandise category. By 
stock-concentration, the ethical jeweler simplifies his 
inventory-control problems, integrates his advertis- 
ing to make it a more powerful sales weapon and 
trains his sales staff thoroughly to sell more dynami- 
cally. Moreover, he quickly makes himself known to 
his community as the agent of one such good brand 
than as a dealer in miscellaneous lines. And certainly 
no sales argument impresses a customer more than, 
“We carry this one line only because we know it is 
the best in its field.” 


However, if the line chosen is to deliver maximum 
profits, it must afford the retailer an opportunity to 
trade-up on every sale, yet insure a worthwhile mini- 
mum profit. This demands a line with a comprehen- 
sive variety for men and women in the quality and 
fashion-conscious brackets. 


Which road to follow? 


Accordingly, the ethical 
jeweler today stands ata 





crossroads. He can abandon 
fair profit margins, jettison his professional 

status and community standing and set out on the 
suicidal road of price-cutting. Or he can choose that 
unique road which leads to enhanced prestige, better 
profits, and greater stability. 


From experience in 96 different countries, we know 
that the name of that road is Quality. The sooner 
the jeweler commits himself unreservedly to quality 
and proceeds to concentrate upon selling selected, 
protected lines, the sooner will he free himself from 
the profit-losing battle of price-cutting competition; 
the sooner will he regain his status as a professional 
jeweler and gift counselor ...the golden threads on 
which the future of every ethical jeweler depends. 


O 
OMEGA 


THE WATCH THE WORLD HAS LEARNED TO TRUST 


NORMAN M. MORRIS CORPORATION 


655 Madison Avenue, New York 21, New York 


83 

















Actual 


ermanent 


is your strongest aid 


letters prove 











_provesth 


ay> be 
on sellin 


“we have alw 
he qiamond . ys. VOT) 
pee hought ** ing | 
thew like this 1 
da: : rd a more &® 
fio here PVE 


e is 


g. How 


too $ m 


g otherw IS 


Peet 1 the Sa e as! 
8 on i nnin 
- oie from the bes"! 
ie 
: trade-m. 
e\\ Art ar’ 
1d the ™< 


the comp 
11S busine>>: 








—Eliminates Competition! 

‘“A few weeks ago the son of one of our regular customers 
came in to look at diamond rings. Naturally, we showed him 
a nice selection of Aricarved rings and explained to him 
quite carefully the Permanent Value Plan. We could see 
during the conversation that he had reservations and we 
finally elicited from him the fact that he was planning to buy 
a stone at wholesale from a friend who was supposed to be 
in the diamond industry. Of course, we leaped at the oppor- 
tunity to explain the pitfalls of such a purchase and advised 
him to proceed with caution. He left saying that he would 
also shop a competitor, and this time we could say nothing, 
since it 1s our policy never to say anything about another 
local merchant. 

“It was with a great deal of joy when our young friend 
came in on Saturday and paid a $50.00 deposit on a $200.00 
Artcarved diamond and two matching wedding rings. He 
was convinced that a ring purchased from a tried and tested 
merchant and covered by the Artcarved guarantee and Per- 
manent Value Plan was the best bargain of all.” 





—Expands Market to Budget Buyers! 


“A Virginia State Trooper came into our store to look at 
diamond rings. His budget was limited and he could not af- 
ford a diamond as large as he would like at the present time. 

“We explained the Artcarved PVP to him and pointed 
out that because he was stationed in various parts of the 
state made no difference under the PVP as dealers of 
Artcarved Rings would honor the Plan where ever he might 
be located, if and when he decided on a larger diamond. 

‘Impressed with the PVP he purchased a ring within 
his budget. The Trooper stated that, before entering our 
store he had about decided to wait until a later date to buy 
a diamond but under this Plan he could buy a diamond now 
and eventually get one the size he would like to have his 
bride own. 

“We feel that the PVP helped us make an immediate 
sale and that some time tn the future, we, or some other 
Artcarved dealer will make a sale on a larger diamond ring 
for this customer.” 
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* Actual letters may be seen upon request. 


Artcarve ds PVP makes diamond ring sales easier! 





Artcarved’s Permanent Value Plan is especially designed 
to help vou sell Artcarved diamond rings. It’s nationally 


mond at any of the thousands of Artcarved jewelers 
throughout the U.S.A. They'll receive full current re- 
tail value, as explained in the guarantee... at any 








advertised and backed by the reputation of one of 
America’s oldest and largest ring manufacturers. It’s 
the most convincing proof of diamond value ever 


time. J. R. Wood will replace the old ring for you with 
a new Artcarved ring of the same value at no charge. 
‘arve xentative. or write us for 
offered. Now you can guarantee your Customers the Ask your Artcarved representat e, 
right to exchange their ring for a larger Art arved dia- details. 
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Value Plan 


for selling diamond rings! 


These are just a few of the hundreds of letters we've received 
from your fellow jewelers coast to coast. They tell how 
Artcarved's PVP clinched sales, made extra profits, brought 
new customers to jewelers in large and small towns. They 
prove conclusively how easy it is to sell diamond rings when 
you have the Artcarved PVP behind you. 









The most dramatic, 
impressive ads ever 
sell Artcarved’s PVP 
for you this fall! 








J. R. psscindieanes & SONS, INC. 


216 East 45th St. » New York 17, N.Y. 
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In celebration of its 90th Anniversary Year, Longines -W ittnauer 
has currently under way the largest national advertising campaign in 
its long history. Never before has a line of finest quality watches 


been backed by advertising of such volume, scope and influence. 
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dents YOUR BEST GIRL an engage- 

ment ring or wedding ring is a 
simple matter these days—assuming 
But it 
wasn't always so easy, and it didn’t 


that you have the money. 


always mean what it means to you. 
the 
Romans, when brides were bought, a 


Among early Greeks and 
ring on the hand of a bride indicated 
that her father had been paid. Later 
it served as a pledge that marriage 
contract would be upheld or as a sym- 
bol that the bridegroom was able to 
support his wife-to-be. 

The ancient Hebrews used a three- 
part ring at the betrothal. One part 
went to the girl, one to the man, and 
the third to a witness whose job it was 
to make sure the couple showed up 
for the ceremony. When the wedding 
took place, the three rings were joined 
and placed on the bride’s finger. 

The early Christians considered the 
giving of betrothal rings a pagan cus- 
tom, but by 860 A.D. the church sanc- 
tioned their use. 

Among the old Egyptians, only the 
Pharaohs had the gold. Their subjects 
had to be content with rings of col- 


ored clay or glass or stone. In one 
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hurried wedding, the bride’s ring was 
of leather cut from a glove. 

The tradition of placing the ring on 
the fourth finger of the left hand stems 
from the idea that that finger was the 
only one directly connected with the 


heart, the seat of love. 





— FROM THE DIGGINGS: The gold 
toothpick, that classy gift for the 
man-or-woman-who-has-everything, is 
inevitably making public toothpicking 
respectable—or almost, anyhow. 

As long as anyone can remember, 
poking around the molars with a sliver 
of wood after eating has been high on 
the list of social horrors—in this coun- 
try at least, although abroad, a bit of 
adroit toothpicking is quite acceptable. 

But when you buy a gold toothpick 
for the not inconsiderable price of $15 
or $20, well, it then appears that mak- 








SPEAKING OF THE JEWELRY TRADE 


ing use of it in public isn't such a 
horrendous idea after all. 

The word is getting around that in 
some of New York’s poshiest dining 
rooms, very proper gentlemen and gen- 
tlewomen have been seen casually and 
thoughtfully—not to mention fashion- 
ably—working over their teeth after a 
good meal. So long as the instrument 
is in karat gold and its application is 
done with class, apparently, it’s now 
acceptable. 


— 
MORE 
042, a 
named Adrien Philippe travelled to 
Paris with a revolutionary new inven- 
tion, a watch that could be wound 
without a key. It had the simple stem 
or winding crown familiar tu every- 


“WITH NO FUTURE NOW 
THAN A CENTURY OLD: In 
watchmaker 


young Swiss 


one today, and it seemed only logical 
to Philippe that a watch wound and 
set with a twist of the fingers would 
excite the interest of Parisian jewelers 
and watchmakers. 

But he 
they told him. “It has no future.” In 
every shop he visited, he was dis- 
missed with a shrug. Some complained 


‘ > | 
was wrong. “A novelty,’ 
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DIAMOND 
EASTERN 
STAR 
RINGS 


(Stone Point Stars) 


Beautiful, fine quality 
diamonds are combined with 
superb Wefferling, Berry 
craftsmanship in these 14K 


white or yellow gold Eastern 


Star Rings. 


Wefferling, Berry is well 
known for its wide vari- 
ety of fine quality emble- 
matic jewelry. We manu- 
facture a complete line of 
Masonic, Shrine, Scottish 
Rite, Knights of Colum- 
bus, Elk, Moose and other 
lodge and fraternal 


jewe ! ry. 


WWrereeceiine IBS ERRy & CO. 


society 


MEMBER 


Aa M E R 


NUMBER 


*750W 
750WD6 

*751W 
751WD6 
754D9 
754W-5D 
759 
761 
762-4D 
764D6 
764D12 


PRICE 


$190.00 


220.00 
130.00 
160.00 
95.00) 
140.00 
140.00 
350.00 
170.00 
75.00 
100.00 


DESCRIPTION 


20 diamonds, altar center 
21 diamonds 

15 diamonds, altar center 
16 diamonds 

| diamond, hand eng. top 
5 diamonds 

10 diamonds, aitar center 
1S diamonds, altar center 
5 diamonds, altar center 

| diamond 


| diomond 


Available in I4K white or yellow gold 


* Not illustrated. 


same as the next listed pattern 


without center diamond. 
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Actual size illustration reproduced from 


NUMBER 
769D15 


771W 
772 
780-1 
780-1D5 
781D5 
781D10 
781-2 
781-2D6 
784 
784D6 


our latest 


PRICE 
124.00 


77.00 
110.00 
130.00 
160.00 
68.00 


90.00) 


100.00 
130.00 
140.00 
170.00 


(keystone) 


catalog 


DESCRIPTION 


| diamond, hand chased 
wreath 
5 diamonds, altar center 
& diamonds 
10 diamonds, altar center 
1! diamonds 
i diamond, beaded border 
| diamond, beaded border 
5 diamonds, altar center 
6 diamonds 
5 diamonds, altar center 


6 diamonds 


THE NAME THAT MEANS 


Cw - 
Sine C mle DUM felt ry 


8 ROSE STREET, NEWARK 8, N. J. 
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that it would be difficult to repair: 
others that their customers would sus- 
pect the reliability of the new-fangled 
device. At that time, the winding of a 
watch was rather complicated busi- 
ness; the owner carried a detached 
key and, when winding was required, 
the face had to be opened, a key in- 
serted in a hole on the dial and ground 
away. If the watch needed setting, the 
hands were moved with the fingers. 
Adrien Philippe went back to Ge- 
neva and kept making improved mod- 


els of keyless watches. Within two 
years, one of these timepieces won a 
prize at a Paris exposition. Within 


ten years, all new watches were key- 
less, and in 50 years, near the turn of 
the century, watches with keys could 
be found only in museums. 

The 


revolutionized 


watch “with no future” had 
watchmaking, leading 
to the modern timepieces such as self- 
winders, chronographs, chronometers, 
alarms, water-and-shock resistants sold 


in jewelry stores throughout the world. 


ULLET- RESISTANT BILLFOLD: A 
thank-you letter, just ten years late. 
was received this week by Robert H. 





Rolfs, president of the Amity Leather 
Products Co., of West Bend, Wiscon- 


sin. 


It was from a veteran whose life was 
saved because of a wallet made by 
Rolfs’ company. 

Don Taylor of Springfield, Illinois, 
was carrying the wallet in his back 
hip pocket during infantry fighting in 
Germany toward the end of World 
War Il. Suddenly, a nearby explosion 
scattered shrapnel all around striking 
him in the back. 

Don was wounded but not seriously 
and found upon examination that his 
leather billfold saved his “hide.” The 
shrapnel had penetrated his skin, but 
the force had been slowed by the wal- 
let. 

“| meant to write much sooner and 
return the wallet as a souvenir for 
Mr. Rolfs,” according to Don, but, 
except for the hole, the wallet was still 
in good shape. 

So finally, ten years later, Don felt 
he was ready to retire the faithful bill- 
fold and passed it on to its maker. 


OLORFUL LOVE LETTERS: To their 
lovers Zulu girls send bead neck- 
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"If we were in Alexandria right now, I'd be only ten minutes late.” 
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laces which are in reality love letters. 
Green beads indicate that the girl 


Red 


beads mean she is angry with him. 


deeply loves her young man. 


Blue beads mean that she will fly from 
him if he doesn’t patch things up in a 
hurry. And yellow beads mean that if 
he flies, she will never come back to 
him. A _ necklace liberally sprinkled 
with blue and yellow beads usually 
brings the wavering suitor to heel— 
but fast. 





beg R YOUNG SON probably builds 
houses in trees. Now you can have 
a tree in your house—if you want it. 

Tree clocks are being used by in- 
terior decorators. The clocks are built 
high into trees of wrought iron, framed 
by branches that spread out and up 
as far as you can afford to go. 

Created by Art Harris for interior 
decorators, the trees are flat enough 
to be pushed against a wall, but Harris 
says some people prefer to use them as 
room dividers. 

The biggest one is eight feet high 
and is held in place by a chain from 
the ceiling and a rod bored into the 
It costs $350. 


to be hung on walls sell for $100. 


floor. Smaller versions 


OVE’S LABOR’S LOsT: This girl was 
determined to give a gift of jew- 
elry to her boy friend, no matter what 
the cost. She went to a lot of trouble 
but all to no avail. 
“A lot of trouble” 
The young lady, a 


is an understate- 
ment, actually. 
maid in a fashionable home in Dallas, 
Tex., started a $10,000 fire in her em- 
ployer’s house. She did so in an at- 
tempt to cover her theft of a $150 pair 
of cuff links 
clothes. 
When the boy friend, to whom she 
presented her was 
picked up by the police for question- 
ing, he said he was sorry but he 


° > 
and a suit of men’s 


ill-gotten gifts, 


couldn’t return the stolen cuff links. 
Turned out he had given them to 
another girl friend. 
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Fetweler 
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No display had appeared on counter or floor; 
No window was trimmed with a Santa Claus air, 
Although the gift-shoppers so soon would be there. 
The clerk at his usual counter was seen, 

But no brilliant idea was sparking his bean. 

The watchmaker bent over jewel and pin, 

And the manager sighed because no one came in. 
Then out on the street there arose such a clatter 
They ran to the door to see what was the matter. 

When what to their wondering eyes should appear 
3ut a Cherub-drawn sleigh full of gifts drawing near. 
With a little old driver so Jively and quick 

They knew in a moment it must be St. Nick. 

More rapid than eagles his Cherubs they came, 
And he whistled and shouted and called them by name: 
“Now Necklace, now Bracelet, now Watchband and Charm! 
On China! on Cuff Links! on Purse and Alarm!” 

Right into the store those eight Cherubs they flew 
With the sleigh full of gifts and St. Nicholas too. 

They spoke not a word but went straight to their work 
While the watchmaker gaped and so did the clerk. 
But the manager let out a lusty Hurrah, 

Searcely able to credit the things that he saw. 

For those eight tiny Cherubs and Santa Claus too 
Seemed to know just exactly the right things to do. 
With holly and mistletoe, snowman and snow, 

With tinsel and bell, colored paper and bow, 

They decked every counter, festooned every light, 
They made of the whole store a buyer’s delight. 
They trimmed up the windows with ribbons and sprays, 
Set up counter cards and motion displays; 

They piled high the tables with gifts for the kiddies, 
For babies and brides, for wives and for widdies; 
They stacked mailing pieces and mats and tie-ins, 
Each enticement that customer confidence wins, 
Manufacturers’ aids and ideas that pay 

From your friend JIC and your friend JC-K. 

When the job was all done, Santa said with a bow, 
“You'd have done this yourselves but you didn’t know how. 
It’s teamwork, you see, that the best result brings—”’ 

(Here the Cherubs all blushed to the roots of their wings) — 
“Now you’re ready for Christmas!” He turned with a jerk. 
“Our thanks!” cried the manager, watchmaker, clerk. 
Santa sprang to his sleigh, to his team gave a whistle, 
And the Cherubs arose like the down of a thistle. 

But they called in reply as they fluttered away, 

“Happy selling to all, and to all a good day!” 




















































(To make your Christmas story a happy one—turn to following pages.) 








MIDO WATCHES 

Recognizing the importance re- 
tailers place upon newspaper 
advertising during the Christmas 
season, Mido Watch Co., 580 Fifth 
Ave., New York, is making available 


A ORR gnome peng 


a big newspaper mat supplement 
devoted completely to Christmas 


ads for its dealers’ use. 


. _— 1 ’ | . CHRISTMAS 
GORHAM STERLING 7 : newSsPaPer 


An impressive 15 by 20 inch a 4 eeht SUPPLEMENT 
blow-up (in the full four colors) gs i’ Me 
of the original ad which will 

appear full page in the JIC 

Cherub section of the Dec. 1 

issue of Saturday Evening Post. The 

blow-up is mounted and easel 

backed for the jeweler to tie-in 

his store with the national 

effort. 


KEM PLAYING CARDS 

A practical and striking 
Christmas package display is be- 
ing made available at no charge 
to dealers for their present 

stock of Kem plastic playing 
cards. This is a “‘sleeve’’ with 
Christmas trees imprinted in 
gold on the sides. Orders for 
cards, filled after Oct. 1 will 
come packed in sleeves. 

Address _ Kem—595 Madison Ave., 
New York 22. 


J-B WATCHBANDS 

Realizing the importance of 

the biggest gift-giving season 

that is practically upon us, 

J-B watch bands created the 
mats illustrated above. They 

are available free of charge 
directly from Jacoby-Bender, Inc., 
W oodside 77, New York. 


INTERNATIONAL STAINLESS 


A clever piece of & inches high, 
done in 3 colors and die-cut from 
heavy board. Suitable for win- 
dow or counter. Can also be 
attached to display chest or hung 
by cord or ribbon. Available from 
International Silver Co., Meriden, 





Conn., but beginning Oct. 1 will 
be packed with every chest shipped 
from factory. 


“.- 


Sales Aids That Say Merry Christmas, 
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ANSON 


28 pages of dealer ad mats for 
Anson dealers. Showing the mer- 





















chandise featured in Anson's 
national consumer magazine ad- 
vertising, the items are rendered 
in scratchboard technique for 
best possible newspaper repro- 
duction. Booklet also offers 

‘ four consumer mailing pieces, 
window streamers, display cards 





AT acs 


Seeen snes ae ates 


and radio scripts. Available 





from Anson, Inc., Providence 5, 
Yom ' ie R.1. 


HEIRLOOM STERLING 


At a nominal charge this hand- 
some seasonal display is being 
made available by Heirloom 
Sterling (Oneida, N.Y.) for use 
by dealers. Though specially 







appropriate for Christmas win- 






dows and instore displays, this 






piece is adaptable for use 







year round. 


FEATURE RING 


Recognizing the importance of 







proper dealer follow-through on 






the national advertising of 
Feature-Lock interlocking 







diamond ring sets ‘and other 






rings for men and women), Feature 
Ring Co., Inc., 130 W. 46 St., 
New York 36, is offering a 








Christmas ad mat book showing 





ads of many sizes, designed for 









cash and credit type stores. 





1847 ROGERS BROS. 

The research organizations of 
Gallup & Robinson and Starch 
found this particular 1847 ad, 








last Christmas season had an 






extremely high rating in consumer 





attention. So, International 






Silver Co. is again using it as 






part of their big fall campaign 





and offering it, in its full 






four-color splendor as a dealer 











display tie-in. 







HAMILTON WATCH 
One of Hamilton’s most effective 


dealer-aids is this Christmas 






catalog which is increasingly 






popular year to year. Shown is 






one of four optional (four-color) 
covers available. These self- 
mailers have illustrated spreads 
on watches, others on selections 

of jewelry. Hamilton Watch Co., 
Lancaster, Pa., also offers, 
Christmas ad mats and a new 
variation on a novel Santa String 
promotion that was highly success- 
ful for its dealers last year. 













from the Manufacturers 
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COMMUNITY 


This window card is an enlarged 
reproduction of the full page, 
full color advertisement which 
will appear in the December Ist 
Saturday Evening Post and ties 
in with Operation Cherub. 
Community 


SMITH & SMITH 

This Town and Country ad with 
photograph and detailed descrip- 
tion of personalized sterling 
cigarette box has been turned 

into a counter display card 

for gift suggestion. 

Smith & Smith 

North Attleboro, Massachusetts 


WALLACE SILVERSMITHS 


A plastic Santa in full round 

and clad in velvet, with gold 
metallic whiskers and rhinestone 
eyes is the eye-catching feature 

of this display. Unless it 

might be the silver, which is 
floating on clouds of pink nylon 
marquisette. Comes complete, ready 
for immediate use from Wallace 
Silversmiths, Wallingford, Conn. 


UNIVERSAL ELECTRIC APPLIANCES 
Backing up the biggest Christ- 

mas consumer advertising campaign 

in the history of Universal 

appliances is this striking, full- 

color seasonal dealer-display 

available from Landers Frary & 

Clark, New Britain, Conn. 


DEEPSILVER 

This point-of-sale Christmas 
display featuring Holmes and 
Edwards, DeepSilver line iden- 
tifes the dealer with the Life 
magazine national advertising 
campaign of the company. Inter- 
national Silver Company, 
Meriden, Conn. 
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SHEAFFER’S 


Santa Claus counter display 
card R-97 holds six Feathertouch 
ball point pens. R-98 ball point 
and R-99 cartridge pen displays 
also available. 

W. A. Sheaffer Pen Co. 

Fort Madison, lowa 


INTERNATIONAL STERLING 


This beribboned display holds 
sterling silver serving pieces 
arranged in four price groups 
and mounted on attractive gift 
packages. 

The International Silver Co. 
Meriden, Connecticut 


SPEIDEL 


Display card to hold Gift 

Case for Men advertised on 

TV giveaway show “The Big Sur- 
prise.”” Case contains matched 

set of watchband, cuff-links, 
tie-bar and Keymaster. 

Speidel Corporation 

70 Ship St., Providence 2, R. L 


COMMUNITY (Kiddies) 


A decorative, stand-up 
Christmas tree for window or 

counter, in red and green, designed 

to display “Gifts for the Kiddies.” 

Newspaper ad mats 

on these gifts are also 

available. 


SQUIRE 

Composed of white styrofoam 
base and miniature metal sign- 
post bearing red and green 
trade mark, this striking dis- 
play will hold three boxed men’s 
sets in window or showcase. 
Squire, Inc., Men’s Jewelry 
Taunton, Massachusetts 
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ince Christmas is the biggest merchandising event of the year for 
practically every merchant, there is always a wealth of display materials 
available each year. Considering how long this merchandising program 
has been going on, there is a surprising amount of new materials and fresh 
designs. The problem for the merchant becomes one of wise selection of 
material suited to his particular needs and budget and its adaptation in 
such a way that the result becomes uniquely his. Since all stores have 
access to the same market of display materials, it is not an easy task to 
devise displays of real individuality. It can be done, however, by careful 
selection of materials, imagination in their use and the addition of some 
made-to-order accessories. The latter can often be designed and made in 
the store at modest cost. If they must be made professionally to your 
specifications, the price is apt to be higher than for quantity produced 
items, but will usually be found to be worth the extra cost in achieving 
outstanding windows. 

3ackground materials, elevations and many kinds of fixtures can be 
purchased ready-made quite satisfactorily. Many of the decorative mate- 
rials that are available from display supply houses will suggest original 
designs and arrangements made from them. It is more often how material 
is used than what material is used that make a display original and 
individual. There are many sources for standard display materials, some 
of which are listed at the end of this article. For original designs you will 
probably need to find a local source which can execute your ideas reason- 
ably or encourage some talented member of your staff to work them out. 
Sketched here are some designs adaptable for both window and interior 


use which should not be too difficult to carry out. 


GHindow Displays That Say Merry 
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Sketch A indicates a giant evergreen wreath 
to frame the entire window or case display. 
Wreaths are common enough at Christmas 
time, but a real giant one like this would be 
a very effective attention getter. It can be 


made by wiring sprays of pine to a big circle 


—_— 


of crushed chicken wire. Don't be stingy 


ee ene 


with the evergreens and the wreath will as- 


sume both beauty and durability. Wire pine 


ee 


cones and Christmas tree balls in with the 
pine and top with a huge bow made from red ? 


oileloth. It would be most effective if the 





wreath could be wired to the outside of the ‘ 
store window, but if this is not possible or 
practical, hang it inside right against the 


plate glass. Inside the store, wreaths could 





easily be hung on the outside of the cases. 
Customers will find it hard not to come over 
and peek through the partially concealed 


glass. The wreath will not hide anv of the 





> Rar ihie MG MEBLRA 
Ps Ar OS BS betaine 


rest of the window when viewed close up 
and will certuinly draw attention to the win- 


dow from a distance. The sketch indicates 








cone shaped Christmas trees used as dis- 









play stand in the display behind the wreath. 











Sketch B shows a tree shaped wooden eleva- 








tion for displaying merchandise. Narrow 









shelves are slotted or nailed to an upright 








post which is attached to a star shaped base. a 


The 












with saw tooth trim 


A 





shelves are edged 











Christmas 


of each 


of fabric or cardboard. smal] 




















tree ornament hanes from the end 


shelf and the tree is topped with a glittering 









star. Some pieces of merchandise are hung eas Cee ee 











from the under side of the shelves. Others rest 





on the shelves. The unit can be painted a con- 











ventional Christmas tree green or a more 








giddy color can be used. This type of fixture 









good because merchandise and 
decoration become a single unit and therefore zs gy 
there is no distraction from the selling idea. 


Such a 


is especially 





eet 















unit can be used over and over again 








with a change in paint and trim. 


Christmas, from Wirginia Dixon 
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Sketch C suggests an unusual way of spelling 
out a short copy message. Make the blocks 


rom litht weight cardboard, cover with col- 


ored paper and trim with cut-out letters and 


decoration. String the boxes together with cord 
or wire, running it through the boxes at op- 
posite corners and tying a heavy knot below 
each box to keep it in place. Tie ribbon bows 
between the boxes and at the top of the string. 
Suspend in the proper order from window or 
show case ceiling. You can make the blocks 
quite gay in color and decorative with paper 
trim, but be sure the letters are in good con- 


trast so that the copy message will stand vout. 


Sketch D indicates a mobile design for a dis- 
play cf jewelry gifts for every member of the 
family. Make the mobile framework of heavy 
wire and suspend from the ceiling with narrow 
red ribbon. Make stockings from felt or fabric 
in various styles and colors—a large masculine 
looking one, a dainty feminine style and gay 
children’s types. Copy banner is attached to 
the background near the mobile. The mobile 
idea is modern and can be used in an infinite 
number of ways. Because of the slight move- 
ment in the air, it is a good attention getter 


without resorting to mechanical movement. 


Sketch E features individual jewelry items in 
hanging stars. The stars should be cut from 
cardboard with a circular opening in each, and 
within these openings the merchandise is sus- 
pended. The stars can be covered in various 
colors of satin fabric with matching satin rib- 
bons to hang them. Fine guy wires may be 
needed to keep the stars facing front, but units 
such as these serve to spotlight individual 


pieces of merchandise. 


















which may be executed in large enough size to 
serve as the principal background piece in the 
window. A large sheet of heavy drawing paper 
is folded or two sheets are taped together to 
form a mold. The copy message is lettered on 
the top sheet and the panel attached to the 
background with a cluster of pine sprays dec- 
orated with Christmas ornaments and a spank- 
ing big bow of ribbon. Card could be white 
against a red background or red against a 


white or neutral background. 


Sketch G shows paper sculpture angels carry- 
ing gift boxes as a background arrangement. 
The angels are quite stylized in design and can 
be made quite simply. Paper should be folded 
to give as much of a three dimensional effect 
as possible. Gift packages should be full or 
half-round. Clouds made from chicken wire 
covered with spun glass could carry merchan- 


dise. 


Commercial Sources 


for Christmas 


Display Materials 


a 


Sketch F suggests a decorative copy message 



































Austen Display, Inc., 133 West 19th Street, New York, N. Y. 
Art R. Cohen Co., 810 Penn Ave., Pittsburgh 22, Pa. 

Collingwood Displays, 489 Fifth Avenue, New York 17, N. Y. 
Edwin Freed, Inc., 14 West 23rd Street, New York, N. Y. 
Frankel Associates, Inc., 56 West 45th Street, New York 36, N. Y. 
Garrison-Wagner Company, 2018 Washington Ave., St. Louis 3, Mo. 
Jo-Mart Displays, 549 West 52nd Street, New York, N. Y. 
Rip Studios, Inc., 15 East 22nd Street, New York, N. Y. 
Schack’s, Inc., 2516 W. Armitage Ave., Chicago 47, Ill. 

W. L. Stensgaard & Associates, 346 N. Justine St., Chicago 
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J eavenly Gifts, From Your Jeweler ... is the heading of the Jewelry 
Industry Council’s advertisement, scheduled to lead off the Operation 
Cherub advertising section in the December 1 issue of The Saturday 
Evening Post. 

These five words are the theme of Operation Cherub, 1956. They set 
the tone for this industry-wide program to protect and expand the 
jeweler’s traditional Christmas market, in the face of formidable competi- 
tion from other industries. 

Last year’s Operation Cherub achieved success in spite of a late start 
and all the difficulties attendant upon the birth of a bold, new idea. This 
year, it is traveling a better built road. Below is a report of progress and 
some of the newest additions to the program, designed to help the retailer 
looking teward a busy Christmas season: 

More than 8000 jewelers are expected to cooperate this year, the JIC 
estimates, compared to 3026 in 1955. Available to them will be manufac- 
turers’ tie-in materials for window and in-store display and newspaper 
advertising. 

In addition to the two, ready-made kits of specific promotional material, 
the JIC is offering a third type of kit. 

This will be an optional kit, optional because it permits the jeweler to 
specify the types and quantities of material he wants to be included. 

Four promotional items, brand-new this year, are available under this 
optional plan. They are: 

1. Fourteen-inch high cherubs, colorful, unbreakable, washable latex 
angels that are available wired for illumination or not, and backed or not 
backed by a holly-wreath display. 

2. Cherub gift certificates, printed in Christmas green and red. 

3. Cherub gift-wrapping paper, printed in gold color. 

4. A mat book, carrying the JIC’s own mats and those of cooperating 
manufacturers. 

The two other kits, available for $12.50 and $25, include specific numbers 
of ceramic cherubs, Christmas display cards, Christmas cherub badges, 
large die-cut cherubs and Christmas gift booklets with suggestions for 
everyone—infants, children, teen-agers and adults. 

Wrap it all together—the concerted effort and cooperation among all 
segments of the industry, manufacturers tie-in material, the kits retailers 
can put to use in their stores, and above all, the determination to beat the 
real threats of other industries to cut into the jeweler’s Christmas business 
—and you have Operation Cherub, 1956. 


Merry Christmas From the 
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jt Christmas time we're all kids at heart—or we'd better be. As 
business men we’re concerned, of course, with the commercial possibilities 
of the festive season. But our customer ultimately is swayed by sentiment. 
By appealing to that sentiment we get him to come into the'store. The 
window displays shown here suggest a few of the many ways in which the 


appeal to sentiment can be utilized. 


TOP 

The overall effect of this display of Shreve’s, Boston, is one of good taste 
and dignity. But sentiment appears, too, in the tufts of spun glass 
twinkling against a red fabric background, in the tasteful gift wrappings 
and in the presence of two of “man’s best friends,” a terrier and a collie. 
Merchandise featured includes small gifts in leather, writing instruments, 


watches and jewelry. The cost of this display was very moderate. 


MIDDLE 

Done in pastels against a velvet background, this eye-catching and 
persuasively decorated window was a solid business-builder for Jacobs, 
811 Nicollet Ave., Minn. Sparked with engaging, uniquely designed cherub 
and reindeer figurines, the theme of this window is “Be an Angel—Give a 
Jacobs Diamond.” Displayed are diamond rings, brooches and a selection 
of earrings. The window shows the warm, light touch for which Jacobs 
has become noted in its decorations. 

BOTTOM 

Both gay and beautiful, this display of Smith Patterson’s, Boston, is 
topped by a heroic snowball in the cluster at the right, made into a delight- 
ful face with buttons, yarn and pipe. If you doubt that this is the focal 
point of the window, cover it up with your hand and see how much is lost. 
The only merchandise shown is large-size Christmas chinaware. A modest 


manger scene adds a touch of the reverent. 


Che Tindows Say, “Merry Christmas, Friend” 
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his is the last page of your Christmas Story, and it’s an important 
one. After you have read and (at least partially) digested the material 
on the preceding pages—after you have examined a cross section of the 
many manufacturers’ aids that are available to you during the holiday 
selling, and considered the display ideas that Miss Dixon has presented, 
and seen examples of how other retailers have dressed their windows 
Christmas-wise, and renewed acquaintance with your old friend Opera- 
tion Cherub and reckoned up the benefits that will surely be yours through 
a closer-than-ever tie-in with this bright baby angel—after you have done 
all these things there yet remains the matter of personnel, the little group 
of men and women who in your store are going to put these various other 
things across and make them pay. Your “regulars,” doubtless, know their 
business well, but your extra help will need extra help, and that’s where 
JC-K can be of service. JC-K’s booklet Fitting into the Selling Picture is 
designed to give new sales personnel the basic essentials of jewelry-store 
selling—and to give it quickly and painlessly. It will not make an experi- 
enced salesperson out of a newcomer, but with a little study it will make 
him—or her—emphatically not a greenhorn at the job. If you are not 
already familiar with this booklet, which has given so much help to so 
many people, you can read about it more fully on pages 76 & 77 and order 


by coupon as many copies as you need. 





Turn to pages 76 & 77 for details and handy 
order coupon. 


Merry Christmas from the Jewelers’ Circular-Keystone 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 


y ANS - } 
S | : 


yas 





/_— wr 


TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements. 
Attachments are also 


available separately. 
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551 Fifth Avenue, New York 17, N. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-45 
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Most valued symbol of your devotion 


Matchless among precious stones, a diamond 
bears enduring testimony to your good taste. 


Ever valued, ever valuable, it signifies your 
© 
proven judgment, whatever its cost or size. 


Above all other gifts, it is a constant witness of 
your devotion. 


And, from the moment it is given, a diamond 
is a mark of your achievement. 


This year, let a diamond make memorable that special 
anniversary, or important birthday, a debut, the birth 
of a child, or any significant event. 
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Yo carat 1 carat 3 carats 
$200 to $500 $590 to $1155 $1365 to $3320 $2725 to $6450 


Color, cutting and clarity, as well as carat weight, contribute to a diamond's value. A trusted jeweler 
is your best adviser. Prices shown cover the range of quotations in July, 1956, by representative 
jewelers for their top-quality unmounted diamonds. (Federal tax extra.) Prices vary with top 
qualities offered. Exceptionally fine stones are higher. 


De Beers Consolidated Mines, Ltd. 























To Promote Your Diamonds 


Diamond Gift Advertising 


in Time, Newsweek, The New Yorker, Town & Country, National Geographic 


FREE, Diamond Gift Folders 


*Order 1000— free! Or order several thousand, and get your 
first thousand free. Enclose 75¢ for each additional thousand. 


This national advertising —and these free fold- 
ers—promote your diamond gifts. They help 
you take advantage of the big, year-round 
opportunities for diamond sales among people 


beyond engagement age. 


Tie in with the advertising —promote your 
diamonds for gifts. Order the folders as sales 
aids. They feature diamond gifts for anni- 
versaries, the birth of a child, birthdays and 
other family gift occasions. They give inter- 
esting facts about diamonds, invite customers 
into your store. 





They’re sized for bill enclosure and counter 
distribution. Space is provided for you to im- 
print your name and address. Order 1000 
free! Enclose 75¢ for each additional thou- 
sand. Order through Diamond Promotion De- 
partment, Reuben H. Donnelley Corp., 230 
East Sandford Blvd., Mt. Vernon, N. Y. 





Advertising promoting the Engagement Diamond 
Tradition is working for you in Life, Look, The 
Saturday Evening Post, Seventeen, Reader's Digest 
— tie in— keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 


C. R. Millsap (top, right) has 
found that visitors to his store 
appreciate a touch of homelike 
comfort and that they like the 
scientific “‘see-for-yourself’’ dem- 
onstrations of cut, clarity and 
color which his ‘“‘diamond lab- 
oratory” (center and bottom 
photos) provides. He encourages 
customers to request personal 
appointments with him. 


DIAMOND ROOM 


makes diamond sales 


by Frank S. Lisec 


A Kansas City merchant makes himself known 
as a diamond consultant by discarding casual, 
over-the-counter sales in favor of a personal “see- 
for-yourself” approach in his gemological labora- 
tory. a technique that has already proved itself. 








® Selling a diamond to a customer is too impor- 
tant a transaction to undertake as casually as you 
might the sale of an everyday item. 

This is the philosophy upon which C. R. Millsap 
of Kansas City, Kansas, has revamped and re- 
vitalized his diamond merchandising. 

To begin with, he believes, the customer should 
be treated without hurry and made comfortable. 
While waiting for his appointment, he is invited 
to relax in a lounge where he may read a maga- 
zine and smoke a cigarette. 

Apart from the element of comfort, however, is 
the incontestable but often overlooked fact that 
if the customer is going to be invited to lay out 
perhaps several thousand dollars for a diamond, 
he has a right to see specifically those properties 
that make the stone worth the price asked. 

Accordingly, Mr. Millsap has designed and built 
a diamond room containing two Macbeth daylight 
grading lamps; a glass-enclosed diamond balance; 
an auxiliary overhead light to show light com- 
parisons; five master grading stones for color 

PLEASE TURN TO PAGE 198 















The Beautiful and Profitable 
Way to Sell Diamond Rings = 


Merchandise well displayed is merchandise half 
sold. In this respect and many others, the excit- 
ing new Starfire Diamond Ring line goes far more than half way to help 
build the jeweler’s business. 


Outstanding displays like the beautiful new Starfire motion display 
(above) are one, but an important, part of the powerful advertising and 
sales program that is rocketing Starfire to success in jewelry stores every- 
where. Full-scale national advertising in LIFE, LOOK and SEVENTEEN 
magazines pre-sells customers on Starfire’s guaranteed “lovely, larger 
diamond.” And Starfire’s complete program of dealer merchandising 
aids helps jewelers tie in with this valuable advertising and focus its full 
selling power on their stores. 


Spectacular in sales appeal, sales support and sales results, Starfire 
is sure-fire for increased diamond ring business, especially for credit 
store operations. 


Starfire Diamond Rings may be sold independently of KEEPSAKE dealers. For full 
details on how you can set up your Starfire dealership write A. H. Pond Co., Inc., 


120 E. Washington St., Syracuse 2, N. Y. 


PROFITS ON DISPLAY - 





AGAINST LOSS 


The following customer protec- 
tion feature is stated in writing 
on the Starfire Guarantee Certi- 
ficate: 


The diamond (or diamonds) is 
insured against loss from _ its 
mounting, through no fault of 
the wearer, for one year after 
purchase and will be replaced 
without charge. 
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Jewelers’ Circular-Keystone presents 


THE DIAMOND INDUSTRY 1999 


by Dr. George Switzer, Acting Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


(Published by permission of the Secretary, Smithsonian Institution) 


Editor’s Note: The Jewelers’ Circular-Keystone 
presents in this issue selected portions of the 31st 
annual Report on the Diamond Industry. This 
was prepared by Dr. George Switzer, Acting 
Curator, Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington, D. C. The 
portions presented here were selected because of 
their interest to retailers. Other sections have 
been omitted, by reason of their highly technical 
or specialized nature. The complete, unabridged 
JC-K report is available in booklet form and may 
be obtained at 50 cents per copy by writing Jewel- 
ers’ Circular-Keystone, 56th & Chestnut Sts., 
Phila. 39, Pa. 


¢ The year 1955 was one of general prosperity 
for the diamond industry, although certain seg- 
ments of the trade, as always, experienced some 
difficulties. 

Sales of gem and industrial diamonds during 
1955 set a new record of approximately £77,000,- 
000 ($216,000,000). Net sales of diamonds ef- 
fected through the Central Selling Organization 
on behalf of South Africa and other producers 
accounted for most of this amount, totalling £74,- 
288,695. This represents an increase of more 
than £12,000,000 over the previous year, and is 
nearly £4,627,000 higher than the previous rec- 
ord of £69,662,000 which was established in 1952. 


110 


The substantial gain in diamond sales by the 
Central Selling Organization in 1955 over 1954 
was largely due to the strong rise in the demand 
for industrial diamonds. Sales of industrials in 
1955 amounted to £24,043,749 compared with £16,- 
543,115 in 1954, an increase of £7,491,634. Sales 
of gem diamonds in 1955 amounted to £50,253,- 
946, a gain of £4,644,000 over 1954. Thus about 
two-thirds of the gain in 1955 over the previous 
year was realized in increased sales of industrials. 
This increase in industrial sales was largely due 
to increased demand from the United States. 


World production of diamonds during 1955 
was also the highest on record. Total production 
amounted to more than 21,500,000 carats, a gain 
of about 1,100,000 carats over the previous year. 
Of the 1955 total more than 17,000,000 carats 
were of industrial grade and the balance of gem 
quality. 

The United States consumes yearly about three- 
fourths of the world’s diamond production. The 
value of diamonds of all categories imported into 
the United States during 1955 was the highest 
on record, and amounted to approximately $218,- 
000,000. The figure for 1954 was $171,000,000. 


PLEASE TURN TO PAGE 128 
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Rings enlarged to show detail 


" TRADEMARKS REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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Selected and Serviced hy Leading Wholesalers 


t Fon the Few COTTON FILLED UTILITY BOXES , 
ARE AVAILABLE FROM STOCK juss 


12 kt. G.F. Pen or penci heed at elen * 
ec. F.T.1. 14 kt. G.F. Pen or pencil retails . FOR IMMEDIATE SHIPMENT IN 


at $8.75 ea. F.T.1. Solid 14 kt. gold Pen or 
pencil retails at $50.00 ea. F.T.1. Sterling 12 POPULAR SIZES. 
Silver Pen or pencil retails at $6.60 ea. 
F.T.1. 
Mechanically guaranteed for life. Smartly 
gift pockaged, eye catching display pieces 
— complete merchandising aids. Write for 
the name of the Cross select wholesaler in 
your territory — and our 1956 Buyer’s 
Guide for the complete story on the entire 
Cross line. 


eeccccceccce BEE ss onipany TH OWL Box CO. : 


FY TAREE WARREN STREC 523 MT. HOPE STREET 
S — ATTLEBORO FALLS, MASSACHUSETTS 


B Boxes are finished with buff Dam- 
ask paper and have an insert of Weite for full in- 


best quality white jewelers’ cotton. formation and Maa 
prices on Mason 
Cotton Filled 
boxes. 
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a ° Available in 
This Sterling Silver Pas Sterling Silver * 1/20-12 K.G.F. 
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Emblem or initial bands are 


always popular items for 
Christmas. Order your bands 


now. 


Ask your wholesaler to show you 
our complete line of men's, ladies’, 
and children's watchbands and 
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Everyone likes the way Dave Garroway, Arlene Francis and 
Steve Allen always put the right gifts under the tree. These 
are exactly the products customers pick from your shelves 
because Dave, Arlene and Steve have talked personally about 
them on NBC Television’s TODAY, HOME and TONIGHT. 


And now, for the Christmas season, you can double the effec- 
tiveness of their personalized selling by displaying T-H-T mer- 
chandising aids on your shelves. These displays bring the 
full impact of the stars and the shows right into your store! 
Display T-H-T selling aids with these T-H-T-advertised products: 
Polaroid Land Cameras, Keepsake Diamond Rings, Mirro- 
matic Percolators, Sawyers’ View- Masters, Westclox Clocks and 
Watches, Knapp-Monarch Liquidizer Mixers, Black & Decker 
Electric Tools, Admiral Radios and Toastmaster Appliances. 


T-H-T: TODAY starring Dave Garroway HOME 


starring Arlene Francis 





When you sce how these products move, you'll sing praises 
to the T-H-T stars, too. Together, Dave Garroway, Arlene 
Francis and Steve Allen sell to 22,000,000 viewers every week! 


(QQ TELEVISION NETWORK « service of @ 


TONIGHT starring Steve Allen 





GREEN STONES 


The photographs on this and the following pages 
show how the ancient Indians used jade and green 
stones resembling jade. The High Priest shown 
above is the property of the Guatemala Museum. 
(Photo by the late Dr. William F. Foshag) 


by Dr. Frederick H. Pough 
JC-K Gem Consultant 


© The banded appearance of malachite was men- 
tioned at the conclusion of our previous article 
on green stones, in which it was suggested that 
there is a possibility of a confusion between true 
malachite and the banded dyed stone sold in 
Mexico as “Mexican Jade.” 

Most of this artificially colored Mexican stone 
is easy to recognize, for it is usually carved into 
the shapes of primitive archeological objects, 
especially masks. The promotional name is par- 
ticularly unfortunate, since there is a real jade 
found in Mexico, with a quality that sometimes 
approaches that of Oriental jade. 

The dyed, banded, Mexican stone is onyx 


marble and it will be found, especially in the 
PLEASE TURN PAGE 
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THE FLOWER OF PRECIOUS JEWELRY 
Here are jewels of superlative design and 
unexcelled craftsmanship... inviting the 
consideration of the most discriminating clientele 
in your community. Sell this ever-expanding market. 
Make the House of Heyman your prime source for original 
concepts In precious stones... platinum...and unique 


recreations of rare jewelry pieces. 2 :. 
* ES | % 


Oscar Heyman tz Brothers. Inc. 
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Necklaces—$1000 and up; Braceiets—$550 and up; Rings—Wedding and Guard—$75 and up; F 'y rings 175,400 8 | Brooches—$275 and up; Earrings—$250 and up. 
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Excavatiens at Tehuacan, 
Mexico, turned up this 
fragment of a mural 
showing a priest adorned 
with green stone jewelry, 


including jade necklace 
and earrings. (Photo by 
Dr. Pough.) 


Puebla district, in other carvings, sometimes 
Mexican in character like burros and sleeping 
Indians, sometimes international, like animals. 
It is easy to recognize, for, natural or dyed, it 
has the same physical properties. 

Since onyx is just a banded marble it is soft 
and easily scratched by a knife. Since marble is, 
chemically speaking, calcium carbonate, it is 
easily soluble in acid and one must be careful 
even with mild fruit juices that can take the 
polish from the surface. In its natural state, it 
is white, pale greenish or pale yellowish. In 
origin it is reminiscent of cave marble, but 
formed instead on the surface of the ground from 
spring waters, layer after layer separating from 
solution and piling up into low mounds of banded 
marble. 

Deposits of this type are found not far from 
Puebla, near the town of Tecali, where one finds 
hills of white stone, almost free of soil and vege- 
tation and strewn with potsherds, indications of 
the ancient use of this marble in the days of the 
Aztecs and Mayans. Excavations reveal tens of 
feet of layered onyx deposits. The hills undoubt- 
edly formed around the outlets of springs contain- 
ing vast amounts of calcium carbonate in solution, 
a large scale prehistoric exhibition of a phenome- 
non with which we are familiar around smaller 
but still growing formations around some springs 
and streams in the Southwest. | 

Since marble is soft and easily worked with 
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This antique Mexican lac- 
quer box shows the ancient 
artist’s taste and ability 
in decoration. Draped out- 
side this box are jade and 
jasper beads, with a 
carved mask. (From a 
private collection. Photo 
by Dr. Pough.) 


steel tools, onyx is a popular raw material for 
inexpensive carvings and Mexican silver jewelry. 
The natural color is uninteresting, so it is dyed 
many different hues, with green one of the most 
prevalent. Hence the excuse for the misleading, 
and now forbidden, name of “jade.” 

The color is an aniline dye and is likely to fade, 
hence objects even a few years old change to a 
dull gray-green, or become splotchy. They are 
particularly fugitive in bright light, so long dis- 
play in store windows is not to be advised. Onyx 
is too soft for most jewelry uses, so it is not found 
in baroques and seldom appears as simple smooth 
cabochons. 

It can be distinguished from malachite by its 
very coarsely crystalline fibrous texture, a bright- 
er green color, and greater translucency. The ease 
with which it can be scratched eliminates any 
danger of confusion with agate. The value of the 
stones is negligible, the masks and small carvings 
cost only a few cents each. 

“Jade” is a common term for all sorts of green 
stones, and when one is in Mexico he is likely to 
be offered strings of “Mayan jade” beads, particu- 
larly in tourist meccas like Taxco. The crude, dull 
beads, with large drill holes and irregular shapes, 
are genuine artifacts, hundreds of years old. Al- 


though one is not supposed to remove archeologi- 
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Baumgold Diamonds stand apart from all others because 
their exclusive Circle of Light polish turns the 
diamond’s dull girdle into a blazing band of brilliance. 


Whether it’s a Jager Blue, Heart Shape, Marquise, Round, Pear or 
Emerald Cut... Circle of Light magnifies the diamond’s fire and beauty. 


Whether it’s 20 carats or 10 points... the intensive 
brilliance created by Circle of Light actually makes 
every Baumgold Diamond look larger. 


That’s why Baumgold customers sell more diamonds. 

And, as a Baumgold customer, you buy directly from the 

monifastaver and enjoy the many exclusive plus features that stimulate 
bigger sales, increase your diamond profits. 





[:Jaumcoup BROS., INC., 580 Fifth Avenue, New York 36, N. Y. 
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cal objects from Mexico without official permis- 
sion, the beads are so numerous that there really 
is no objection to their sale to visiting tourists. 

The average dull, gray-green bead is not jade. 
It may be serpentine, a fairly soft green stone 
commonly carved in imitation of jade, but soft 
enough to cut with a knife. Unlike onyx, it is not 
soluble in acid, so it can easily be distinguished 
from the marbles. Chinese yellow-green to green 
to gray-green serpentine is quite common in 
carvings, and sometimes goes under the name of 
“Soochow” jade. The hardness test is all that is 
required to distinguish it from the true nephrite 
and jadeite carvings. A very green and trans- 
lucent type of serpentine is known as williamsite, 
but it so seldom comes in large pieces that as a 
rule it is to be found only in small bits in amateur 
jewelry. 

The more numerous Mexican beads are harder 
than serpentine, however, and less green. Most 
are actually a bit of rock, a rounded and drilled 
pebble of a dark volcanic stone known as diorite, 
composed of white feldspar and dark minerals 
which have been altered to green serpentine. 
When found, these speckled beads are dull and 
have lost most of their polish, but their crude, 
primitive shapes give them a sophisticated appeal 
today. They are sometimes worn in strings, as 

PLEASE TURN TO PAGE 125 


Flowing gracefully from 
this delicate onyx bowl are 
treasures of ancient Mex- 
ico, including gold and 
jade bead necklaces and a 
gold scroll. (Photo: taken 
at the Museum Nacional, 
Mexico City, by Dr. 
Pough.) 
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Watch her happiness grow as you give additional pearls 
on each memorable date... 


Every birthday, graduation... 
means a new link in the chain of love between you. 
Continue to give these genuine natural Anniversary 
Pearls—each a bright, lustrous gem from the depths 


PEARLS 
FOR ADDITIONS 
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ALL PRICES KEYSTONE 


AVAILABLE THROUGH WHOLESALERS 


Or write to: Anniversary Pearl is 48 West 48th Street, New York 36, N. Y. 


°C 35-375 


Nationally Advertised 


every day of celebration 


of the sea...each the very same quality prized by 

royalty for centuries! You need never again be 

N concerned about choosing a gift for the prin- 
Y cess of your heart. 


Each lovely necklace individually packaged 
in handsome gift box. 








Mr. and Mrs. Morris Trachten- 
berg behind the counter in their 
attractive store, Note the Keepsake 
Certificate of Registration and 
Guarantee prominently displayed 
on the counter. Jeweler Trachten- 
berg says, “The Certificate is one 
of Keepsake’s features that gives 
people confidence to buy.” 
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Customers to Jay’s Jewelers 


Keepsake’s Guaranteed Perfect Quality and Strong National 
Advertising Build Sales for North Carolina Jeweler 
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This well-stocked window of Jay’s Jewelers, Jacksonville, North Carolina, promptly identifies 
dealer as a successful Keepsake Diamond Ring Jeweler. Prominently featured are five Keepsake 
display units plus an impressive presentation of Keepsake Diamond Engagement and Wedding 
Ring sets. 


Only Keepsake Jewelers Enjoy This 
Powerful Advertising Support 


1. Full-page advertisements in 11 leading national magazines. 
2. Network TV advertising by Steve Allen on NBC-TV “Tonight” show. 


3. Co-operative advertising in Telephone Directory “Yellow Pages” and a complete pro- 
gram of proven dealer merchandising aids. 


Bevan ves sreace — World's Finest Quality Diamond Rings 
(eepsake 
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Rings enlarged to show details 
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A JC-K aid to selling fine JEWELRY 
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JACK 
HARRITON 


In pearls and diamonds 
the forms of these 
graceful pins suggest 
leaves and flowers. 

The designer had in 
mind retail prices 
under $1000 for these. 
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Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by 
capitalizing on the customer’s interest in design. 
By becoming familiar with these designs you will 
be able to sketch suggestions that will impress 
your prospects. You need not be an artist to do 
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this; a pad of tracing paper and some practice 
should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing 
folder for quick reference, They can even be 
framed and displayed in your store. 
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GREEN STONES (from page 120) 

they were originally, and an occasional bead will 
be found in a piece of modernistic handmade 
jewelry. 

Oriental jade and “New Zealand Greenstone” 
have been discussed before in this magazine, so 
we need not go into them extensively now, since 
cur current interest is in how they may appear in 
the baroque jewelry in vogue today. There are a 
few new developments needed to bring us up to 
date. Baroques of jade, jadeite or nephrite, are 
not common, for both usually occur in large and 
solid masses which offer great resistance to 
breaking. This makes it unsuitable for tumbling. 

The sawn slices are better adapted to the cut- 
ting of cheap cabochons. A discovery of true 
jadeite, in place, in Japan has placed a lot of 
mediocre jade on the market, at a price of a few 
dollars a pound. Nephrite is still coming from 
Wyoming, where it has now been found in place, 
although most of the float boulders have been 
gathered up. In addition it has been brought in 
from Alaska in enormous masses, and within a 
few months, has been found in Canada. All of 
this material is very cheap, selling in chunks for 
only a few dollars a pound at times, so the stones 
that are cut from it are equally inexpensive. 

Fine, emerald green jadeite is quite another 





story. This is a really precious stone, and is as 
costly as many of the better known ones. The 
finest jades bring prices that are quoted by the 
carat, and their judging takes a true expert. 
When we speak of really expensive jade it is 
always jadeite that we mean, for even the green- 
est, brightest and most translucent nephrites do 
not approach the precious jades so beloved by the 
Chinese. 


Best jade value—beads and cabochons 

The best of all jades are the symmetrical beads 
and cabochons. Thin, carved, plaques may be 
shown from time to time, but, while they are most 
attractive, they are fragile and do not have the 
value of a nice, well-rounded cabochon. They are 
obtained, of course, by cutting out thin seams 
of best colored material, and become more trans- 
lucent by being sliced so thin. Jade is not hard 
enough to last indefinitely without attention and 
ring stones, in particular, may need repolishing 
from time to time. However, that is easily accom- 
plished with no risk to the stone—usually it need 
not even be removed from the setting, since the 
felted structure makes it a most durable stone. 

Fine green Mexican jade is also jadeite. In the 
museums we may see magnificent green pieces, 
always carved, as the Mexican source is still un- 
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discovered. The crystals of jadeite seem to be 
coarser in the Mexican jade, in comparison with 
Burma, and at times are reminiscent of the North 
Carolina emerald matrix emerald crystals. 

Mexican jadeite is less valuable than Burmese, 
and one would never recut an archeological Mexi- 
can jadeite, even a fragment, into a simple cabo- 
chon, for its archeological value far exceeds its 
jadeite value. The better jade it is, of course, 
the greater its archeological worth. The collec- 
tor’s value of a really fine quality Mexican jadeite 
is quite high, far in excess of that of comparable 
Burmese jadeite, for the latter would be nice, but 
not really gem quality. 
Recognition is an easy matter 

Hence, except for fakes (and their detection re- 
quires the assistance of an expert) there is no 
problem about recognizing Mexican jade. The 
common and easy imitations, which are really 
not imitations at all, but reproductions in the 
Mayan style with no intention of deception, are 
the onyx and serpentine pieces mentioned above. 
There is now, in the Taxco area, a big industry 
of carving large green stone masks that may oc- 
casionally be sold the unwary as genuine, but the 
price is so low that the workmanship is practically 
worth the price anyway. 

Some of the green quartz varieties were men- 
tioned by implication before. Obviously, green is 


one of the colors that chalcedony can be, and hence 
is, dyed. Green onyx is its usual name, the dyed 
pieces are very uniform in color and translucent, 
with an almost glassy look and polish. It can be 
identified by holding the stone up to the light. 
True chalcedony has a “watered silk” effect on 
transmitted light, as the little parallel bundles of 
crystals refract light in several planes. Jadeite of 
this transculcent quality always shows a some- 
what elongated, fibrous and irregularly green 
veined structure, even though it may appear very 
uniform from above. Serpentine might show a 
similar construction to jade, but is soft. 

Naturally green, nickel-colored chalcedony is 
known as chrysoprase. It is a bright apple-green 
color, much less translucent than the dyed onyx, 
but now not at all common as a jewelry stone. 
It usually shows a mild granularity that is rather 
characteristic. There are very few sources of 
good chrysoprase, so it is not a common stone. 
The old Silesia (Germany) locality has long been 
exhausted, and the American occurrence at Visa- 
lia, California, seems not to produce anything 
today. A Brazilian occurrence in Goiaz (at the 
nickel deposit at Tocantins) is still unworked and 
too remote at present, though it may one day be 
a good source. 

Darker green quartz varieties are sometimes 
found. There is a bloodstone-like stone without 
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the red spots that is known as “plasma” or 
“nrase.” Bloodstone has more or less red in the 
green and the original and characteristic material 
comes really only from India. It is like a densely | 


“mossed” green moss agate, made opaque by the 
abundance of the impurities. 


| 
| 
| 


All of the green quartzes, except the expensive | 
and rare chrysoprase, will be found in baroques, | 
for quartz is brittle and easily fragmented by | 
hammer blows. It is also used in carvings and | 
cabochons. Aventurine quartz is really a solidly | 


cemented sandstone, the metamorphic rock known 
as quartzite, filled and colored by sparkling flakes 
of green mica. The silvery spangles created by 


the reflections from the mica flakes make it easy | 


to recognize. 
Another green mineral, for it appears in jew- 
elry, is epidote. Some of the Mexican diorite beads 


mentioned above contain epidote spots. Epidote | 
is a complex hydrous silicate that forms in the | 
late stages of granite formation and by later | 
metamorphism. The common use in jewelry is | 
in this granite form, for the usual cabochon is a | 
pink and green mineral mixture, in which the | 


pink mineral is feldspar. A little white quartz 
may be present. The rock is known as “unakite” 
and comes from Virginia, but it is shipped to Ger- 
many and there cut into cabochons, buff-tops and 
scarabs, and commonly sold as “epidote.”’ 


Costing less than a dollar a pound, the value, | 


as with most of the stones of this series, is based 
on the cost of the cutting. Cabochons of this 
group are usually supplied to the manufacturers 
at well under a dollar a stone. 





Watch Loan Service Helps Build 
Big Repair Volume for R.I. Jeweler 


A stock of fine trade-in watches is maintained | 
by James J. Hogan, Cranston, R. I., jeweler, to | 


loan to his watch repair customers. 

Only watches that have been completely re- 
paired and keep good time are loaned. Of Mr. 
Hogan’s stock of 15 to 20 watches, most are in 
use regularly. During the past year he has sold 
12 of these loaned watches to people who liked 
them too well to part with them. 


Although this special service has not been ad- | 
vertised, it has been publicized widely by word of | 
mouth. Customers often come in and ask for | 
the watches. The policy has created considerable | 


new business. 


Hogan says this watch loan service has helped | 


build his repair business to 35 per cent of his 
total volume. “Good work at fair prices is the 
essence of the repair department,” Hogan reports. 

All repairs are handled by a nearby craftsman 
and most jobs are completed within a week. 
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THE DIAMOND INDUSTRY (continued from page | 10) 
DIAMONDS IN FASHION 


There was a marked trend during 1955 toward 
a more fashion-minded attitude in the American 
diamond market and more fashion promotion in 
jewelry stores. In part, this may have been a 
competitive reaction to the vast output of elabo- 
rate costume jewelry which was given new stim- 
ulus by French designers. 

Fashion in fine jewelry was given further 
impetus by the second presentation of the Dia- 
monds U. 8S. A. awards. These awards were 
offered first in 1954 to focus attention of the press 
and public on fresh design and inspiration in the 
medium of diamonds. In 1955 the number of 
entries increased by 20 per cent. 

During the year there was increased use of 
diamonds set in yellow gold. This European trend 
has been growing slowly in America for about 
five years. An opposing trend, however, is the 
continued popularity of baguette diamonds, which 
are nearly always set in white metal. 

Fancy cuts such as the pear and marquise are 
rivaling the prestige of emerald-cut diamonds for 
engagement rings. Popularity for the engage- 
ment ring diamond might be rated, (1) the bril- 
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liant, (2) the emerald-cut, (3) marquise, and (4) 
pear. 

More rings of all types, in a greater variety of 
styling and for more numerous gift occasions, are 
being offered by jewelers. Diamond charms, less 
fashionable on bracelets, are being mounted in 
other forms of jewelry. The popularity of pen- 
dants is increasing, giving greater opportunity 
for mounting fine, large, single stones. 

Brooches and clips continue to be light, open, 
and transparent, Design is often traced by no 
more than fine metal wires, soldered with prongs 
to hold a shower or scattering of small stones. 
Rosettes, which continue to be popular, are 
formed of wide-open, multiple loops. Sprays 
usually have a curl] or twist of diamond ribbon. 

Ingenious forms of convertibility help to sell 
the more expensive jewelry items. This design 
technique is also now being extended to pieces 
of lesser magnitude. 


Trends in the retailing of diamond jewelry 
were again investigated by a well known inde- 
pendent research organization for N. W. Ayer 
and Son, Inc. Since the United States consumes 
approximately three-fourths of the gem diamonds 
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cut each year, a survey of retailing trends in the 
United States is of world-wide significance. 

The purpose of the survey was to establish 
trend information concerning sales, inventories, 
prices, and customer preferences in the trade. 
The information summarized below is based on 
personal interviews conducted during January 
1956 with 120 retail jewelers in 61 cities through- 
out the United States. 

More than half of the jewelers interviewed 
reported larger total sales in 1955 than in 1954, 
while only one in eight noted a decrease. This 
sharp improvement was also experienced, al- 
though in not quite the same degree, in the sales 
of diamond engagement rings and diamond jew- 
elry in general. A slight, but perhaps not signifi- 
cant, increase was noted in the relative sales 
importance of diamond jewelry sales to total 
jewelry sales. For the average jeweler, diamond 
sales represented about one-third of total jewelry 
sales. While jewelry sales represent about three- 
fourths of the total dollar sales. 

The jewelers surveyed were again quite opti- 
mistic over the outlook for jewelry sales in 1956. 
Almost half indicated they expected a sales in- 
crease, while a small proportion anticipated a 
decline. 


True engagement ring sales continued to rep- 
resent three-fifths of all diamond jewelry sales, 
with deferred engagement rings and anniversary 
gifts accounting for another 31 per cent. Women’s 
diamond rings, other than true engagement rings, 
continue to be ranked first in relative sales impor- 
tance followed by diamond earrings and pins. 
Since 1951 women’s rings have steadily gained 
in relative sales importance, with pins declining 
and earrings remaining stable. 

The number of jewelers reporting sales of 
diamonds two carats and larger increased con- 
siderably in 1955. The level of two carats and 
larger sales increased 100 per cent over the level 
reported in 1954. True engagement rings were 
first in sales importance of stones two carats and 
larger. The average jeweler handling diamonds 
two carats and larger carried an inventory of 
four stones. However, more than half of the 
respondents reported that they did not stock 
stones two carats and larger in size. Most jewel- 
ers handling stones two carats and larger believe 
that 1956 sales of large-size diamonds would be 
the same as, or greater than 1955. 
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Women’s diamond pins appeared to be declin- 
ing in relative sales importance. However, dia- 
mond watches, engagement rings, and wedding 
rings are steadily gaining. Men’s diamond rings 
also appear to be gaining in popularity, while the 
other items of men’s jewelry have maintained the 
same relative sales position. As in the past, sales 
of loose diamonds represent only a small part 
(about four percent) of total diamond sales. The 
proportion of jewelers handling loose sales has 
declined steadily since 1951. 

Jewelers noted that there was a slight improve- 
ment in the quantity and quality of diamonds 
available in 1955. However, the shortage in the 
sizes of diamonds one carat and larger appeared 
more acute in 1955 than in 1954. The dollar value 
and weight of diamond inventories remained 
about the same as that reported by jewelers in 
1954. 

A slight increase in the relative sales ‘impor- 
tance of diamond engagement rings was noted 
among respondents in 1955. For the average 
jeweler sales of diamond engagement rings con- 
stituted about 52 per cent of the total diamond 


lan o} onde a= 
in profits 


s45 Ge Gre}lol-lame oa ge)ali-t— 
exclusive with 7 


CHESTERFIELD 
“Golden Profiles’’ exquisitely preserve. 
in 14k gold, the silhouetted features of 
loved ones. A perfect likeness is guaranteed 
artistically executed with engraved 
folelolmel-tcelll Miceli celtim@alhiielil Tak fel Fel dl T= 
oTRohil Lm oliloliole ice] ols Me CM olaela-1i-t Ma ilelditt 
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ahem Seem hele -Mcelile( lait] Melt it: 
for every “‘to-be-remembered” occasion 
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? CHESTERFIELD 


jewelry sales. The average size of the center 
stone set in engagement rings in 1955 was 40 
points. The average price for diamond engage- 
ment rings reported by jewelers in 1955 was 
about $211, excluding federal tax. 

The level of popularity of diamond wedding 
rings appears to be stabilizing, with over half of 
the jewelers indicating no apparent change in 
popularity in 1955. About half of the jewelers 
interviewed reported the price range of $46-$112 
as the most popular price range for standard- 
width wedding rings. The most popular price 
was reported at a median of $98. The most popu- 
lar price for a wide wedding ring was reported 
at a median of $131. The trend in popularity of 
matched sets of diamond engagement and wed- 
ding rings remains similar to that reported in 
1954. The average jeweler estimated that about 
three-fourths of his wedding ring customers 
bought a matching engagement ring. 

Average retail prices as published in De Beers 
advertisements between 1948 and 1955 are given 
in the following table. The median prices in 1955 
for diamonds in the four different size groups 
were as follows: 14 carat, $130; 14 carat, $310; 
1 carat, $860; 2 carat, $2,140; 3 carat, $3,530. 


KEYSTONE PRICES 
PRI... $59.00 
ag? GP REY A AS 
+#PR3... 35.00 
+PR4...-79.00 

+ CB46 — 14k yellow gold 
bracelet... $85.00 
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Date l6 carat 





14 carat 













1948 $90 to $210 $255 to $490 
1949 85 to 205 215 to 445 
1950 85 to 195 220 to 475 
1951 85 to 180 215 to 425 
1952 90 to 195 215 to 440 
January 1953 90 to 200 210 to 450 
April 1953 85 to 200 200 to 415 
July 1953 85 to 190 175 to 420 
October 1953 85 to 190 220 to 450 


January 1954 85 to 185 200 to 450 


April 1954 85 to 185 225 to 420 
July 1954 85 to 185 225 to 450 
October 1954 90 to 200 225 to 475 
January 1955 90 to 200 215 to 415 
April 1955 80 to 205 190 to 455 
July 1955 80 to 225 200 to 455 
October 1955 90 to 225 200 to 455 





ANSIES 
WITH A 
DIFFERENCE! 


he subdued finish—accented by shining edges—provides a most unusual effect in this 14K yellow gold 


1 carat 


520 to 
570 to 
585 to 
570 to 
040 to 
645 to 
600 to 
625 to 
920 to 
585 to 
650 to 
600 to 
610 to 
455 to 
545 to 


545 to 





$665 to $1175 


1090 
1195 
1135 
1180 
1200 
1165 
1165 
1170 
1130 
1170 
1200 
1225 
1190 
1155 
1150 
1175 


DIAMOND PRICES AS QUOTED IN DE BEERS ADVERTISEMENTS 


2 carat 


$1500 to $3400 


1200 to 
1260 to 
1250 to 
1280 to 
1450 to 
1460 to 
1200 to 
1300 to 
1250 to 
1140 to 
1365 to 
1350 to 
1260 to 
1225 to 
1275 to 


1425 to 


earring. and brooch set. The lone cultured pearl in the center of each piece forms a strikingly 


beautiful focal point to add to the air of quiet luxury. 
4865—14K yellow gold cultured pearl brooch. 


4866—14K yellow gold cultured pearl earrings. 





3130 
3205 
3115 
3190 
3200 
3335 
3330 
3200 
3165 
3315 
3315 
3180 
3300 
3270 
3200 
3400 





CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 
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3 carat 





$2075 to $5500 


2100 to 5500 
2500 to 6365 
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UNITED STATES IMPORTS (Exclusive of Industrial Diamonds). 


SN SF rare re ae oad $ 72,670,146 I ee pat ate ee es Sy sie gia e bh $102,186,74I1 
(_RRASRE ES SSSI SS 7 igaem teens eget Ra ead 107,308,028 ie Pa aS erg le ae aie . 110,169,603 
se rr i eo a ae 166,637 ,049 a, aig pen baa we ee we he eS . 103,864,264! 
ae 3 ee ae 96,061,131 Ne as Say aa aes 107 572.864! 
DS ee ts, Gan ein eke See 100,645,415 ore ee eh aa ae ao 122,182,117! 
I ks axa) Rel ae aad eae a 69,727,517 FE eee eer aes 8 151,568,7362 
A breakdown of 1955 imports into rough or also given. Due to changes in tabulating proce- 
uncut, and cut but unset, is given below. For dures, figures given for value for 1955 are not 
comparison, values for 1952, 1953, and 1954 are exactly comparable to those for previous years. 
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| Rough or Uncut Cut but Unset 
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| 
| | | 
| | Value per | | Value per 
Year | Carats | Value | Carat Carats | Value Carat 
1952 | 709,043 | $52,192,621 | $73.61 438 , 546 | $51,671,643 | $117.82 
1953! 730,350 | 57,001,329 | 78.05 444,362 | 50,571,535 | 113.81 
1954 887,702! | 59,423,768! | 66.94 594 .772 | 62,758,349 | 105.52 
1955 1,064,932 | 76,735,186 | 7 707.859 | 74,833,550 | 105.72 
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SN Bright Ideas for Christmas Profits 


ys a 
{4 Abe er\\\ —-rrom Be. david 


| Give yourself a Christmas bonus by selling the line with the bonus features. The B. DAVID line is 
} | consumer accepted, styled for the latest fashion trends. It's guaranteed! You and your customers 
never need worry about B. DAVID quality. It's profit priced for the dealer. You'll have no trouble 
selling this B. DAVID line at any time. . . it's priced right for both sides of the counter. 













salesmen. See them all . . . profit from them all. Stock and sell the B. DAVID line this Christmas! 








j Below you see just one of the many fashion bright ideas that are being shown now by your B,. DAVID 


Entire line 
packaged in 
coral and gold 
gift boxes 











FREE! A promotion Kit packed with profit for No. 383 
you! Your 8. DAVID representative has Sparkling for gifts. this big-selling rhinestone 
one for you or write direct and we'll necklace is enriched with shimmering simulated 
7 as 7 S pearls and marquise stones in a choice of 
send you one festive colors. ...... eels $1 (9-00 
No. 183 KEYSTONE 


Triple-set earrings to match.......... — 


8 VINE CTREET 
-INNATI 19, OHIO 
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Chart of diamonds (exclusive of industrial) im- 
ported for consumpticn in the U. S., 1955, by 
country—Page 153 


CANADIAN IMPORTS 


(Exclusive of Industrial Diamonds) 

During 1955 Canadian imports of unset dia- 
monds amounted to 59,286 carats valued at 
$9,227,293, or an average value of $155.64 per 
carat. Exports for the same year were 5,979 
carats, valued at $1,281,332. Details are given 
helow!: 


Imports of Diamonds, Unset 








Country Carats Value 
United Kingdom 8,237 $1,064,775 
Union of South Africa 1,192 214,256 
Belgium 27,257 4,023,987 
France 377 42.843 
Netheilands 2,904 524,214 
Israel 8,478 941,521 
Switzerland 284 39,959 
United States 10,557 2,375,738 

59,286 $9,227,293 


Exports of Diamonds, n. o. p., Unset 








Country Carats Value 
United Kingdom 303 $71,542 
Belgium 174 19,561 
Netherlands 9] 23,124 
Israel 120 15,407 
Switzerland 72 5,716 
Alaska 8 1,010 
Venezuela 4 1,510 
United States 5,207 1,143,462 

5,979 $1,281,332 


‘Dominion Bureau of Statistics—External Trade Section, 
Ottawa. 


BELGIUM 


The international boom period prevailing in 
the diamond trade during 1955 especially affected 
the Belgian market, since Belgium remains the 
world’s principal diamond cutting center. New 
all-time records were set during the year in both 
imports and exports of diamonds. In terms of 
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“Linde Patent No. 2488507—A synthetic Gem 


Oba Dury pry Gem ‘En. 


576 FIFTH AVENUE, NEW YORK 36, N. Y. * JUdson 2-2922 


distributor of 


IND E STAR* sapphires & rubies 


since the birth of these man-made 
gems 10 years ago 


THESE PROMINENT MANUFACTURING JEWELERS HAVE ADOPTED AND SPONSORED THEM— 


David Karp Co., Inc 
Knight Mfg. Co., Inc. 
Barnett-Shorr, Inc. Irving Klampert Co. 
Century Jewelry Co. Charlies Koppel Ring Co. 
A. Cohen & Sons Corporation R. Peariman, inc. 
Davidson & Sons Jewelry Co., Philip-Morris Jewelers, Inc. 


Inc. 
J. & H. Flyer, Inc. 
Gevertz & Co., inc. 
John Giovannetti 
M. L. Goldfarb 
Goldstein-Gerson Company 
Louis Hopkins 
Irvring Co. 
Morris Kaplan & Sons 


New York City 
muel Abramson 


David Sarkin, Inc. 
William Schneider 
Stern & Stern, Inc. 
Leon Turkus 


Buffalo, New York 


FOR OCTOBER, 1956 


Block Ring Company 
Clark Ring Company 
M. A. Reich & Company 
Star Ring Mfg. Co., 
B. Tannenbaum & Co.., Inc. 


K. Polishook & Son Corporation Chicago, Illinois 


The Ball Co., Inc. 

Chicago Diamond Brokers, Inc. 

Frederick J. Essig & Co., Inc. Indianapolis, Indiana 

Untermeyer, Robbins & Co., Inc. Hallmark Ring Corporation 
B. Leader & Sons 

Milhening Mfg. Co., Inc. 

Benstock Ring Mfg. Co., Inc. Nathan & Berg, Inc. 


Church & Co., Inc. 
F. & F. Feilger, inc. 
Larter & Sons, Inc. 


Attleboro, Massachusetts 
L. G. Balfour Company 
Walter E. Hayward Co., Inc. 
nc. 


Dallas, Texas 

_ Pittsburgh, Pennsylvania 
Leon Rudberg Jewelry Co. Helm & Hohn Compeny 
Dayton, Ohio The House of Kraus, Inc. 


Henry F. Shelow 
San Francisco, California 


S. M. Mickelson Company 


Toronto, Canada 
Libman & Shaw Limited 


Goodman & Company 


Newark, New Jersey 
Acme Ring Mfg. Co., Inc. 
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weight imports and exports were over 50 per cent Belgian imports and exports of industrial dia- 


higher than the previous records set in 1954. monds, which were about double the 1954 totals, 
During 1955 Belgium spent the equivalent of The demand for industrial diamonds was consid- 

96 million dollars on total diamond imports but it erably greater than total Belgian imports of such 

received 114.6 million dollars from its total ex- goods, so that important quantities of rough dia- 

ports, resulting in a favorable export margin of monds originally imported as cuttable were re- 

18.6 million dollars in 1955, compared with 16.7 exported as industrials. 

million dollars in 1954. Belgian imports of cuttable diamonds for 1954 
The most salient increase occurred in total and 1955 are compared in the following table: 


Belgian Imports of Cuttable Diamonds, 1955 and 1954 


| | 
Sa « y 
Year | Carats | U.S.$ Value | 





Average Price Per Carat 
1955 | 3,731,698 | 69,252,784 | 18.56 


1954 | 2,561,012 | 52,795,252 | 20.60 
| | | 


Total Belgian imports of diamonds for these two years were: 


| 
| 





Year Carats | U.S.$ Value | Average Price Per Carat 

| Re te tg 
1955 6,399,520 | 96,071,889 | 15.01 
1954 4,259,563 | 67,711,861 | 15.90 
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py Shoe” Bracelets 


ALWAYS SELL 


. . . especially from this dainty 
and colorful mounted display. 


Here’s a complete package of fast selling brace- 
lets and charms. Baby’s name and date of birth 
can be engraved on soles. 























2 Baby Shoe bracelets $ 6.00 
2 Baby Shoe and Disc bracelets 7.50 
6 Chain bracelets 6.75 
6 Chain bracelets 6.00 
3 Double Shoe charms 6.00 
6 Single Shoe charms 6.00 


YOUR COST $38.25 


One mounted display as illustrated with each 
package order. 


Order as Baby Shoe Display Unit No. 2. 
Mat. No. 702 available. 



















*Danecraft is nationally advertised in leading 
magazines and on CBS-TV “The Big Payoff”. 


Mail your orders TODAY to DANECRAFT, Inc. 


25 BUCKLIN ST., PROVIDENCE 7, R. |. 
366 FIFTH AVE 607 SO. HILL ST 
NEW YORK LOS ANGELES 








Sorry no 
| memorandum. 
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Details of 1955 Belgian imports of cuttable rough are given below: 
1955 


Belgian Imports of Cuttable Rough Diamonds! 


f 























Francs | Value per 
Origin Carats Per Cent Millions Per Cent | Carat (Francs) 
Diamond Trading Co............... 2 ,634 ,329 70.6 2,752.1 79.5 1 045 
SISO OS KLOET 477 ,395 12.8 245.4 : 514 
See I 5.5 5 og Sos baw ea 314,905 8.4 231.4 6.7 730 
NS PEIN saa daw Coe Bas eke 76,102 2.0 65.9 1.9 866 
IN ea es a eee ot oe 74,152 2.0 51.6 1.5 696 
DR ae. We oaks Perens kk owe 61,894 1.7 46.0 1.3 742 
Union of South Africa......... Hpone 39 ,339 1.1 29.4 0.9 749 
I oo ne atin 36 ,485 1.0 15.1 0.4 414 
eee ee ea ce wet 17 ,096 0.4 25.7 0.7 Various 
3,431,697 | 100.0 3,462.6 100.0 928 
‘Banque Diamantaire Anversoise, Antwerp. PLEASE TURN PAGE 
ANNOUNCE 
the enlargement of their offices and staff to handle their 
constantly increasing volume and to maintain... 
Diamond Service at its Best 
55 East Washington Street 
Chicago 2, Illinois 
RAndolph 6-0031 

220 West 5th Street 630 Fifth Avenue 

Los Angeles 13, Calif. New York 20, N. Y. 

MAdison 6-3780 PLaza 7-1397 
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SAVED: 


ONE MOMENT! 


LOST: 


ONE HEIRLOOM! 


A jeweler’s examination would have taken 
but a moment... without it a precious 
heirloom was lost. Now, with the stone gone, 
a priceless ring is valueless. A moment 
spent with your St. Paul Companies’ agent 
can protect you against losses that might 
mean closing your business. 


Your St. Paul Companies’ agent has a really 
complete policy ... The Jewelers’ Block 
Policy . . . which fits the unique situations 
in your business. 


There can be no “lost heirloom” because 
you avoid the loopholes which may occur 
when you're covered by several policies. The 
exact Coverages you need are written into 
one single policy. There is no overlapping. 
Get the most inclusive protection 

available ... buy a St. Paul Companies’ 
Jewelers’ Block Policy. 


SEE YOUR ST. PAUL AGENT OR BROKER 


DINSURANCE 
LAND. sea °* AIR 


HOME OFFICE ... 111 W. Fifth Street, St. Paul 2, Minn. 


EASTERN DEPT. NEW ENGLAND DEPT. PACIFIC DEPT. 
90 John Street 10 Post Office Sq. Mills Building 
New York 38, N.Y. Boston 9, Mass. San Francisco 6 
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The United States continues to be Belgium’s 
major market for cut diamonds. Exports to the 
United States in 1955 amounted to 423,548 carats, 
or 51 per cent of the total. Corresponding figures 
for 1954 were 333,175 carats, or about 50 per 
cent of the total. 

A summary of Belgian exports of cut diamonds 
to principal consumers for the past five years 
follows: 
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Belgian Exports of Polished Diamonds 
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Details of 1955 Belgian exports of polished diamonds are given below: 


Belgian Exports of Polished Diamonds—1955! 


























(| 
Francs | Value per 
Destination Carats Per Cent | Millions | Per Cent | Carat (Francs) 

| | | 
sae i a 423 ,548 51.0 | 2,271.9 | 56.2 | 5,364 
RG oS een cebu eas 110,318 13.3 | 483.1 | ie aa 4,379 
EP RID EES (EE > CRORER ES 63 ,256 Sas 213.1 | 5.3 3,368 
Ris ss eit pz eos 27 ,806 33 | 193.0 | 4.8 6,912 
0 pT Os ae SPOR 48 ,752 5.9 | 179.3 | 4.4 3,678 
RN a ae ae 28 ,583 ae 174.9 | 4.3 6,118 
Waltnies.. .. 3. 21,218 2.5 | 137.9 ae 6 500 
TOES sos 6 caw aeac ck dane ks 20 ,452 2.5 | 105.3 2.6 5,150 
EE Ln 8 ,799 ‘4 | 5A.5 | 1.4 6 , 194. 
i Ce et 26 416 = ae 48.2 1.2 1,824 
EERSTE a PINS | 7,780 0.9 | 45.3 1.1 5 824 
WRN ns tee 6,314 0.8 | 36.2 0.9 | 5,739 
se ee | «44,798 oe ws ef 2,019 
NN. 5 ee | 22,074 oe 74.1 | 1.8 | 3 , 354 

| 

I ' 
| 30,042 | 100.0 || 4,046.5 | 100.0 4,875 


| 


‘Banque Diamantaire Anversoise, Antwerp. 





PLEASE TURN PAGE 











- -o 
= + 
% J 
ts * <S : _ ¥ 
. _ oF — “ " J 
¥ ‘ 
% 5 
(Cas = 
3 te : Sate 
ty — 


eat & 


FEATURING Ist QUALITY EUROPEAN SCARABS, SOLDERED LINKS @ 




















~~ DISPLAY. 
CARD 


COUNTER 
CARD 


LEAFLETS 
®*e@e~@eeoeoeaeoeodeoe@eee80e08080808200 


FOR OCTOPER, 1956 






wrife 


See, ee 


SELLING 
44 AIDS 


ORDER NOW: 


for catalog 





MATS 


NEWSPAPER 








x 
_ . . ~~ iy 
- od al RS 
- : > % v eg 
: » i f ; . ) ' 
, 32 oo 


A fine bracelet .. . 
attachment , . 
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“TAIA” — Order No. 256 Yellow G.F. Only $11.00 Key. 


SMASH HIT Watch Attachments! | * 





an unusual watch 
- in one. unique piece of 
jewelry! This colorful innovation by Ad- 
mark is getting an enthusiastic reception 
in all parts of the country! Available in 
multi-color, all black, all tiger eye, or all 
amethyst. Order now for early delivery! 


TRADE MARK REG U.S. PAT. OFF. 


714 SANSOM ST 


PHILADELPHIA 6, 
CHICAGO: 10 So. Wabas 


REET 
PA. 
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Especially important to the Belgian diamond 
industry in 1955 was the substantial increase in 
the total volume of imports of cuttable diamonds. 
The following table shows that the larger part of 
this increase was achieved through increased 
allotments from the Diamond Trading Company. 
During 1955 Belgium received 3.3 million pounds 
sterling more cuttable diamonds from the Dia- 
mond Trading Company. However, there was no 
improvement in the average quality of the goods 
received. In spite of a general increase of 2.5 per 
cent in the price of cuttable rough sold by the 
Diamond Trading Company since January 1955, 
the average cost of total shipments of these goods 
from that source decreased from $22.45 per carat 
in 1954 to $20.89 in 1955, reflecting a larger pro- 
portion of inferior quality goods. 


Total employment in the diamond industry was 
appreciably better than during the year 1954. A 
substantial increase of 45 per cent in total volume 
of Belgian imports of cuttable rough, and the 
unusually high demand for polished diamonds, 
were responsible for the improvement. 

The number of diamond workers employed 
averaged about 10,750. In the beginning of the 
year the daily average of completely and partially 
unemployed diamond workers amounted to about 
20 per cent of the registered labor force of 12,200 


diamond workers. By November 1955 the propor- 
tion of unemployed workers had gradually de- 
creased to 11.3 per cent, which was considerably 
lower than the 16.7 per cent, registered during 
November 1954. Wages, which were increased 
during the year as a result of a strike, varied 
between 1,100 and 3,500 francs per week, accord- 
ing to the kind of work and individual capacity 
of each workman. 

There were two strikes in the Belgian diamond 
industry during 1955. The first was a seven week 
strike called by the diamond workers of the 
“sizes” branch on January 10, 1955 which re- 
sulted in a wage increase of 100-Belgian francs 
($2.00) per week instead of the 150 francs de- 
manded originally. The second strike was called 
on October 10, 1955 and affected all branches of 
the diamond industry. It lasted only one week 
and resulted in an average wage increase of 5 
per cent. Other demands such as an additional 
week of paid annual leave, payment of short 
absences, and retirement bonuses, were rejected 
by the employers. 


ISRAEL 


The Israel diamond cutting industry is con- 
centrated in Tel Aviv and Nathanya. During 1955 
employment in the industry fluctuated between 
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the end of 1955 were $4.50. 


The Israel industry has become known for its | 


fine workmanship in full-cut stones of small sizes. 
During 1955 most cutting was of small and 


medium sizes, mostly brilliants and melees. Some | 
cutting was also done of 8/8, baguettes, petites. | 


marquises, and industrials. 


The value of Israel’s diamond exports in 1955 | 


was $20,616,028. Details are given below: 


Country Carat 





United States 146,817 
Canada 8,315 
United Kingdom 2,042 
Belgium 40,569 
Switzerland 4,949 
Other countries! 28,006 

230,698 

‘Australia, Netherlands, Hongkong, Singapore, Ceylon, 


France, India, Morocco, Panama, Aden, Finland. 


The United States continues to be Israel’s 
largest export market for cut diamonds. Total 


exports from Israel to the United States of pre- | 


cious and semi-precious stones during 1955 

amounted to $13,807,812, as follows: 

$13,735,028 
44,821 
11,109 


Diamonds, cut but unset 
Diamonds, rough but cuttable 


Diamonds, industrial, rough or uncut 


THE NETHERLANDS 


The great difficulties experienced by the Neth- 
erlands diamond cutting industry continued on 
into 1955, In the early part of 1954 the wage 
scale varied from establishment to establishment. 
Later in the year a start was made with intro- 


ducing standard wages based on time and motion 


studies. 

On January 1 and October 1, 1954 the Nether- 
lands government gave permission for increasing 
the statutory wages in all branches of the indus- 


try by 5 and 6 per cent, respectively. The em- | 
ployers in the cutting industry, however, were of | 
the opinion that their production costs were | 
already too high and decided not to join in these | 
general wage increases. They pointed out that in | 
the diamond industry wages are some 40 per cent | 
higher than those paid for comparable work in | 
other branches of industry, and that the 40 hour | 
working week in the Netherlands diamond indus- | 
try was shorter than the working week in various | 
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2,000 and 2,500 workers. They were employed in | 
a total of 102 enterprises. Average daily wages at | 
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other countries (Israel 47 hours, Germany and 
the Campine District of Belgium 48 hours). The 
employers wished to extend the working week 
by five hours, while maintaining the existing level 
of weekly wages, and to introduce the standard- 
wage system in the entire diamond industry, The 
employee’s organizations agreed to the introduc- 
tion of the standard-wage system, but were not 
in accord with the employers in other matters. 

As a result of the differences of opinion that 
arose during 1954, in 1955 a strike was called 
which lasted from March 11 to June 21. The 
strike was settled when it was agreed that the 
work-week be extended to 4214 hours (i.e. 24%4 
hours more than before) and wages were main- 
tained at the same level (the wage increases 
granted in 1954 in other industries were, there- 
fore, not given in the diamond industry). The 
workers further agreed to the introduction of 
piece rates, while the employers promised the 
foundation of a pension fund. 

Under these new conditions it is felt that it will 
again be possible to work small sizes in Amster- 
dam, which might substantially increase employ- 
ment in the future. Also, diamond workers who 
are now employed in other industries might have 
an opportunity to take up their old trade again. 

Despite the decline that occurred in the Nether- 
lands diamond industry in 1955 in consequence of 
the strike, the sales figures for the year 1955 did 
not differ materially from those in 1954. How- 
ever, import and export figures for cut and rough 
diamonds were higher in 1955 than in 1954. 

The sales of the diamond industry in 1954 and 
1955 (as regards the establishments employing 
ten or more persons) are compared below: 


Year Domestic 


Foreign | Total 
(millions of guilders) 








6.6 


6.1 28.2 








During 1954 and 1955 diamonds were imported 


and exported to the following amounts: 
Year Imports Exports 


(millions of guilders) 





1954 62 42 
1955 66 77 


The total number of diamond workers in the 
Netherlands is about 1500, of whom 679 worked 
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in enterprises employing ten or more persons, as 
of December 31, 1955, The corresponding figure 
as of December 31, 1954 was 796. At its peak in 
1919, on the other hand, the industry employed 


over 10,000 workers, By 1939 this number had 
declined to 3,500, while at the end of World War 
II there remained only about 800 trained 
workers. 

The trend of employment in the diamond in- 
dustry (as regards establishments employing ten 
or more persons) during 1954 and 1955 is com- 
pared in the following table. 











Other Total 
Period Workers |Employees| Employed 

Ist quarter 1954 800 116 916 
2nd quarter 1954 | 766 115 881 
3rd quarter 1954 | 780 | 120 900 
Ath quarter 1954 | 796 124 920 
Ist quarter 1955* | 109 110 219 
2nd quarter 1955* 532 112 b+ 
3rd quarter 1955 | ae 111 | 788 
4th quarter 1955 | 679 99 | 778 





*The diamond workers were on strike from March 11 to 
June 21, 1955. 





During the year the Secretary for Economic 
Affairs rejected the idea of imposing import re- 
strictions on cut diamonds in an attempt to help 
the Netherlands industry. He stated that although 
the proportion of cut diamonds imported to those 
exported had risen from 4 to 30 per cent between 
1952 and 1955 import restrictions would not help. 
Imports were mainly of sorts and qualities which 
the Netherlands industry did not manufacture. 

During the summer of 1954 the Amsterdam 
Jewelers Association established the Netherlands 
Diamant-Speurwerk Centrum (Netherlands Dia- 
mond Research Center). The objective of the new 
research center is to conduct or to have carried 
out investigations in the widest sense in regard 
to diamond and its processing. The activities of 
the organization are to: (1) Seek a scientific 
basis for knowledge gained through practical 
experience; (2) perfect equipment in use and 
develop new working methods, and (3) further 
improve the quality of the Netherlands product. 


SOUTH AFRICA 


General conditions in the South African dia- 
mond cutting industry during 1955 were difficult 
owing to the acute shortage of rough diamonds 
made available to the South African cutting in- 
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dustry. Most firms had to make reductions in 
force because of the shortage of rough. Otherwise 
the industry is in a very sound position, because 
the South African cutters maintain a high stand- 
ard of manufacture and the demand for their 
goods exceeds the supply. 

During the year the Master Diamond Cutters’ 
Association of South Africa took up the matter of 
the supply of rough with the South Africa De- 
partment of Mines. It was pointed out to the 
Mines Department that the uncertainty of the 
amount of rough which was available to individ- 
ual factories, and the unsatisfactory method of 
allocating the available rough was causing diffi- 
culty in the industry, and impeding efforts to 
manufacture diamonds economically. The Mines 
Department agreed that in consultation with the 
Diamond Corporation, they would endeavour to 
find some formula that would at least ensure that 
the manufacturers would know the minimum 
amount of rough which they could expect at each 
sight. 

At the close of the year the South African dia- 
mond cutting industry employed approximately 
625 Journeymen, 103 Apprentices, and about 83 
working proprietors. 


The wage scales are approximately as follows: 


Salary Range | Approx. No. 
—— Yo ge 
in £ | Employed 





18 to 20 
20 to 25 
25 to 30 
30 to 35 
35 to 40 
40 to 45 
45 to 50 
50 to 55 
55 to 60 
60 to 65 
70 to 75 


There were no strikes in the South African 
diamond cutting industry during 1955. 


GERMANY 


The German diamond cutting industry is 
located principally in Idar-Oberstein. There are 
also two smaller diamond cutting centers in 
Hanau/Main and Pfalz. The working force in 
Idar-Oberstein is reported to be about 2,500 while 
about 1,000 are employed in the region of Hanau/ 
Main and Pfalz. The industry has now nearly 
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recovered its pre World War II status. Because 
rough is not sold direct to German cutters by the 
Diamond Corporation, it is difficult to obtain ac- 
curate information about the German diamond 
cutting industry. 


UNITED STATES 


The diamond cutting industry in the United 
States is centered in New York City, where there 
are reported to be from 1,200 to 2,000 workers. 
Much of the work is done part time by independ- 
ent contractors who work in their homes or rent 
benches in various shops. For this reason it is 
difficult to obtain accurate information about the 
diamond cutting industry in the United States. 


FRANCE 


The principal diamond cutting center in France 
is in St. Cloud, but with some cutting plants 
located in Paris. There are about 500 workers 
employed in the industry, which seems to be weil 
stabilized and shows little change from year to 
year. 


ENGLAND 


The diamond cutting industry was established 
in 1940 by refugees from the Low Countries. The 
industry employs about 500 workers. Most cut- 
ting is of larger sizes, from one quarter carat or 
larger. 


INDIA 


| 


| 
| 


Diamond cutting has been done in India for | 


centuries. The famed French traveller Tovernier 
tells of the Indian diamond cutting industry as 
early as the 16th century. At that time the indus- 
try was centered around the diamond mines. Now 
it is nearer the trade centers of Benares, Panna, 
tombay, Navsari, and Surat. 

Diamond cutting in India is done principally 
by workers belonging to a sect of well-to-do 
farmers known as the Patels. The art is handed 
down from generation to generation, and they try 
to keep the techniques in confidence. 

The center of the industry today is in Navsari 
and Surat, where about 500 to 600 workers are 
employed. There are about 200 workers employed 
in the diamond cutting industry in Bombay. In 
both instances the workers are distributed 
amongst a number of small home factories having 
from two to 15 workmen each, in the ratio of one 
girdler to two polishers. Each worker frequently 
owns a share in the establishment. 


The methods used in the Indian diamond cut- 
ting factories are exactly the same as those used 
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Robert Meyer, Jr., Pres. Nebraska Retailers, Scottsbluff; L. W. 
Terry, store Est. 1884, Kalamazoo, Michigan; C. W. Meyer, 
Benton Harbor, Michigan; Shanks Jewelry & Music Store, 
Waterloo, lowa, a firm that grossed $500,000 their last year 
in business; Bob Reneau, Alva, Ok.; Weldon Jewelers, Paw- 
hauska, Ok.; Neubauer Jewelers, Dayton, Ohio; Omaha's Oldest 
Store for Finance Company; Wren's Jewelers, Clinton, Ok.; 
Frank M. Knoell, Mt. Sterling, Ky.; Thomas & Thomas, Colo- 
rado Springs, a sale attended by the elite of the Rockies; 
Adm. Sales for H. P. Sutton, McCook, Neb., store est. 1888; 
Geiger & Ament, Louisville's fine old store; Jack Workeringer, 
Litchfield, Ill.; And many others in the states of Texas, Cali- 
fornia, Ohio, Nebraska, Oregon, lowa, Indiana and the 
Dakotas. 

$200,000 Removal Auction for Middletons, Ft. Lauderdale, 
Florida, the head of which was four times President of Florida 
Retail Jewelers. 
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one hundred years or more ago. The only modern- 
ization has been the use of electric motors to 
drive the scaifes, instead of hand power. The 
workers sit on the floor in performing all opera- 
tions. The polishers sit about a round steel bench 
about four feet in diameter, working three at a 
bench. Each bench has at its center a single 
seaife. The scaifes used vary in diameter from 
10 to 14 inches, and are of a softer iron than those 
used in Western countries. In India both the 
crown and the pavillion are bruted. This leaves 
less work for the polisher, who finishes the entire 
stone. The Indian polisher works on his scaife 
from the inside out, just the opposite to the 
method employed in most other diamond cutting 
centers. Solder dops are most popular, but some 
Indian cutters are using mechanical dops. Dia- 
mond powder recovered as a product of girdling 
is preferred by the polishers. At the start of the 
work they first apply a paste of diamond powder 
and olive oil to the entire scaife, and while work- 
ing they constantly apply a mixture of kerosene 
and paraffin to keep the scaife wet. 

The diamond trade in India has seen drastic 
changes in the last decade. Political upheavals 
and the general economic situation have forced 
liquidation of rare collections of gems, diamonds, 
and jewelry. Most of this material has found its 
way into Western and mid-Eastern markets. 

India has normally imported melee and small 
diamonds, but in 1947 the import of all diamonds 
was banned. However, starting in 1952 a quota 
license system was introduced, with the effect 
that an established importer, on the basis of his 
past imports, could import only 25 per cent of 
his usual amount, out of which only 10 per cent 


could be cut, the remaining to be rough. The 


utilization of these quotas has been made very 
difficult by a tariff of 25 per cent on polished dia- 
monds and 20 per cent on rough diamonds. 


OTHER DIAMOND CUTTING 
CENTERS 


In addition to the principal diamond cutting 
centers just discussed there are shops for cutting 
diamonds in many other countries, such as Spain, 
Hungary, Italy, Czeckoslovakia, Portugal, Aus- 
tria, Canada, Puerto Rico, Mexico, Cuba, Vene- 
zuela, Brazil, Australia, Indonesia and others. 

In Melbourne, Australia, there is one diamond 
cutting establishment which obtains a quota of 
rough diamonds direct from London and which 
employs about 10 workers. Other small shops in 
Austrailia bring the total number of workers in 
the industry to about 25. Cutting here is mostly 
of large sizes, or recutting of old stones. 
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employing approximately 15 workers. 

In Martapura, Borneo, it is reported that a 
fairly sizeable industry has grown up, cutting 
mostly locally mined stones. There are approxi- 
mately 250 workers employed in the industry, 
using very old-fashioned equipment and methods. 


WORLD PRODUCTION 


Accurate figures regarding diamond production 
are not available for all countries. In the follow- 
ing table showing world diamond production, fig- 
ures received from official sources are given in 
most instances. Some of these figures are un- 
doubtedly low, however, as for example Sierra 
Leone and the Gold Coast, where it is well known 
that considerable illicit diamond mining is done. 
For some other countries, in particular Brazil, 
official figures are meaningless. The figure given 
for total world production is a minimum one, and 
may be low by as much as one or two percent. 

Total world production during 1955 was once 
again the highest on record. It amounted to ap- 
proximately 21,500,000 carats, or about 1,100,000 
carats greater than in 1954. Most of the increased 
production came from the Belgian Congo and 
South West Africa. 
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| NEW NAME IN Diamonds 


® A man in his early 60’s entered Leeds Jewelry 
Co., 6 Maiden Lane, New York, one day recently te 
look over the selection of diamond rings, After a 
few moments, he found one to his liking and made 
the purchase. He gave the proper finger size to the 
elerk and said his wife would call for the ring. 

The following day, she came in and picked up the 
ring. She put it on her finger and admiringly turned 
her hand this way and that to catch the rays of light. | 
Suddenly, she stopped and directed a question to | 
the clerk. | 

“What is a McCoy diamond?” she asked with a 
puzzled expression on her face. | 

For an instant, the clerk was equally puzzled. | 
Then, his face lit up as he realized what the woman 
was talking about. The explanation, as you might 
have guessed, was quite simple: 

The woman’s husband had told her, “This time 
I’m buying you the McCoy!” 
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In Venezuela there are about three small shops 
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A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 187], North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


“Don’t worry, it’s a FLEX-LET ... and 
NORTHAMPTON CUTLERY COMPANY ¢ ALL Flex-Let Bands are guaranteed!” 
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World Production of Diamonds, 1952-1955 by Countries, in Metric Carats (Including Industrial Diamonds) 









1952 1953 1954 1955 





Africa: 







pS SSRIS ar iar eae ee Ie ag 743 ,302 729 ,377 721,607 743 ,378 
ED ee ne og Mk bs eb Ae 12 ,580 , 256 12 ,619 ,378 13 ,041 ,487 
French Equatorial Africa................. 163 ,400 140 , 144 152 ,529 136 , 900 
French West Africa......... Tos ieee 136 , O80 180,000 216 ,000 318 ,450 
Gold Coast. . . 2,189 ,557 2,180 ,7284 2,135,141 2,276,631 













De ee ela a etd eeia 451 ,426 472 ,934 398 ,608 930 , 000° 
South West Africa............ bara srietocs: 541 ,027 617,411 683 , 536 797 ,207 
ROS oo es aes tS oh eas oe 143 ,023 172 ,3044 326 , 009 325 ,525 
Union of South Africa: | 
ebsites rd AER Se 2,093 ,138 2 397 , 755 2 , 544 305 2 276,894! 
Alluvial. . coh ala indh bap i hs ac 282 6812 300 , 0002 314 ,0002 310,000? 
mere 2 <= ee Ph i ere Pn ae et 200 , 0008 200 , 0008 200 , 0008 200 , 000° 
British Guiana........ ie B: gs 38 ,305 35,306 30 ,073 33 ,298 
Venezuela.......... So ei CPR 98 291 84 790 96 ,983 141,147 
eee NN. 8 OA AS 5 , 0008 5 000° 5 ,000° 5 ,000° 









20 ,090 , 0004 20 , 440 , 000 21,540 ,000 





Grand Total (Round Figures)......... 18,694 ,000 


‘Pipe mines under De Beers control, but including 58,787 carats from De Beers’ alluvial diggings at Kleinzee. 
“Includes an estimated 100,000 carats from the State Mines of Namaqualand. 

‘Estimated. 

‘Revised figure. 

“Includes an estimated production by Africar. natives of about 500,000 carats. Production by Sierra Leone Selection 


Trust, Ltd., was 430,038 carats. 
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FROM PRECEDING PAGE 
TRADE 


The diamond industry experienced a generally 
prosperous year in 1955. Total sales by De Beers 
sales organizations were the greatest in history, 
as were total diamond imports into the United 
States. 

Sir Ernest Oppenheimer, Chairman of the 
Board of De Beers Consolidated Mines, Limited, 
in his annual statement, said that the demand for 
gem diamonds continues to be greater than pro- 


duction from all sources, notwithstanding in- 





creased production from the Consolidated Dia- 
mond Mines of South West Africa, Limited. This 
shortage should be partially alleviated in 1956 by 
a full year of production at the increased rate in 
South West Africa, and by the completion of a 
new large-scale treatment piant at Williamson 
Diamonds, Limited, in Tanganyika. Sir Ernest 
predicted that in 1956 the sales of gem diamonds 
would continue at the high rate achieved in recent 
years. He further stated that any long-term fore- 
cast of industrial diamond sales is, to a great ex- 
tent, influenced by the stockpiling purchases by 
the United States. Sales of industrials were ex- 
pected to remain good through 1956, but Sir 
Ernest predicted that if stockpiling purchases by 
the United States ceased there would be an over 
production of industrials. 

During the year 1955 a new set of trade prac- 
tice rules for the diamond industry in the United 
States was drawn up by the U. S. Federal Trade 
Commission. The new rules, which are summar- 
ized below, were promulgated on February 10, 
1956, and went into effect 30 days thereafter. The 
rules are designed to foster and promote the 
maintenance of fair competitive conditions in the 
interest of protecting industry, trade and the pub- 
lic. The rules apply to the sale, offering for sale, 
or distribution in commerce, by any person, firm, 
corporation, or organization, of diamonds (other 
than industrial diamonds), whether cut, polished, 
or in the rough; synthetic diamonds and imita- 
tion diamonds; and of any jewelry items or other 
products containing diamonds, synthetic dia- 
monds, or imitation diamonds. The 17 rules are 
detailed in an eight page pamphlet, “Trade Prac- 
tice Rules for the Diamond Industry,” which may 
be obtained on request from the Federal Trade 
Commission, Washington 25, D. C. 


DIAMOND RESEARCH LABORATORY 


The Diamond Research Laboratory, Johannes- 
burg, South Africa, continued its research on all 
phases of the diamond industry during the year. 
Among problems investigated by the laboratory 
were improved methods for the manufacture of 
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diamond tipped tools, the development of an elec- 
trolytic grinding process suitable for grinding 


tungsten carbide tip drill stems, the application | 


of newly discovered processes for diamond re- 
covery to the alluvial diamond mines in Africa, 
the study and development of new types of drill 
crowns and drilling machinery and the applica- 
tion of diamond to percussion drilling. 

The physical section of the laboratory contin- 
ued to investigate the coloration of diamonds. A 
Cascade generator, which will be used to investi- 
gate the effect of radiation damage on the color 
of diamonds, is to be installed at the laboratory. 

An important recent development by the Dia- 
mond Research Laboratory was the perfection of 
a mechanical “‘tang” or jig, which enables persons 


with no former knowledge of diamond cutting to 


be trained quickly to make shaped diamond tools. 
Furthermore, the tools can be made in a fraction 
of the time taken previously when the process 
was dependent upon much hand work and fre- 
quent inspection. The laboratory is disseminating 
the results of this research by giving a course of 
instruction in diamond tool making, and by mak- 
ing details of the new tang available to tool 
makers. 


SYNTHETIC DIAMOND 


The process developed in 1954 by the General | 
Electric Company, Schenectady, New York, for | 


making synthetic diamonds continued to receive 
wide publicity during the year. Many articles of 


a popular nature were published about the proc- | 


ess, aS well as others in various technical jour- 
nals. Details of the process have not been revealed 
by the company. 


General Electric officials have stated that the | 


process is now in the pilot plant stage, and while 
no synthetic diamonds are yet available commer- 
cially, it is hoped that they will soon be available 


in limited quantities. Synthetic diamond work | 


has been taken over by the company’s Metallurgi- 
cal Products Department (formerly the Carboloy 
Division), Detroit, Michigan. 

So far, the only diamond produced by General 


Electric is of small size and of a quality suitable | 
only for crushing into diamond powders. There | 
has been no prediction as to when they will 


achieve the production of diamonds to be used 


singly for cutting, shaping, boring, drilling, or | 


dressing tools, or for use as die stones. 


On May 3, 1956, the General Electric Company 
presented to the Smithsonian Institution, Wash- 
ington, D. C., a plaque on which is mounted the 
first diamond made in the General Electric Re- 
search Laboratory. Surrounding the first diamond 
are 100 carats of synthetic diamond produced 
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DISTINCTIVE RAIMOND 
CREATIONS 


in Sterling Silver have behind them a generation 
of skilled designers and Master Craftsmen and 
are prized by their owners. 


A Fine Selection for The Perfect Gitt 


Send for catalog 





INCORPORATED 


149 Exchange Street —- Malden, Mass. 
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are you missing out on BIGGER nois! | 
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Why bother with inventory problems? Use 
College Seal's catalog selling plan. 
All you need is a small area of counter 
: space for College Seal's 
FREE point-of-sale 
display material. Then 
watch the profits 

pile up. 

College Seal prom- 
ises the fastest delivery 
in the trade on any style ring 

you order. Designs for every accredited four- 
year college in the country, always on 
hand. You may order one ring or !100— 
your profits will be bigger and better 
with College Seal rings. 


NO MINIMUM ORDER! NO DIE CHARGE! 


Also available: 14K Gold Seals 


and Charms 


COLLEGE SEAL & CREST COMPANY 

















Write for booklet — tells the 

“inside story” of stopwatches. 
Illustrates spare parts compartment. 
Shows what to look for in 

a timer. Complete, thorough, interesting. 
Must reading for users of stopwatches. 


Brand new Clebar catalog . . . 
illustrates and describes more 

than a score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today ! 


A 

¥ a0 Cleber 
K,, 35 
duty 


os an ere 


= 


musk Full information, catalog, wholesale price list | 


and illustrated booklet. 
CLEBAR WATCH AGENCY*15 W. 44th St#., N.Y. 36 {| 
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THEY SELL ON SIGHT 


THE NEWEST. 
sensation 
IN JEWELRY BY 


STERLING SILVER OR GOLD PLATED STERLING 
Boy or girl silhouettes (per doz.) 


$18,00 
$48 ,00 


Bracelet chain (per doz.) 


14K YELLOW GOLD 
Boy or girl silhouettes (each) 


$15.00 
Bracelet chain (each) $30.00 
ALL PRICES KEYSTONE 
See these and other Cini designs and the exclusive Novilla, 
Majorca Pearl and LeBeau jewelry at our new 
NEW YORK SHOWROOM 
366 FIFTH AVENUE 


GUGLIELMO CINI INCORPORATED 


561 Boylston St., Boston 16, Mass. 





subsequently by General Electric. The presenta- 
tion was made to Dr. Leonard Carmichael, Secre- 
tary of the Smithsonian Institution, by Dr. C. G. 
Suits, Vice President and Director of Research of 
the General Electric Company. 

Some of the articles that appeared during the 
year about synthetic diamond are listed below: 

Carbon + Heat + Pressure = Diamond. Fred- 
erick H. Pough. Natural History, vol. 64, no. 6, 
pp. 288-293, 335-336, June 1955. 

Man made diamonds, F. P. Bundy, H. M. 
Strong, and R. W. Wentorf. Nature, vol. 176, no. 
4471, pp. 51-55, July 1955. 


The complete, unabridged JC-K report is avail- 
able in booklet form and may be obtained at 50 
cents per copy by writing Jewelers’ Circular-Key- 
stone, 56th & Chestnut Sts., Phila. 39, Pa. 
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80° OF YOUR 
O CUSTOMERS 
HAVE OLD WATCHES! 


Guide them to an "ORIGINAL" 
TREASURE DOM E (1.M.Reg) 


@ Nationally Advertised @ Proven Sales 
Of everlasting GENUINE DUPONT LUCITE 


. . . break resistant . . . with crystal 
clearness seldom found in glass . . . with 
polished hardwood bases of mahogany, 
ebony or blond. An heirloom watch 
becomes a modern, useful timepiece. 
(Develop extra repair jobs.) 


NOW AVAILABLE AT YOUR JOBBER 

or write Caro! Beatty, Dept. 110-O, 
7410 Santa Monica Bivd., Los Angeles 46, 
California. 





— $4.00 KEYSTONE — 
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One Hand Is Enough 
..- If It’s As Good As This One 





Watchmakers often wish they had three hands. 


Odies R. Brown wishes he had two! 

“But I get along fine with only one,” he says. 
“It may look awkward to others, but actually it 
isn’t.” 

Mr. Brown, who is in his fifties, has a wonderful 
sense of humor and never feels sorry for himself. 
His main “left hand” is a stick, smaller than a 
ruler, made of soft wood. He places it on any- 
thing that needs to be held down and pushes onto 
it with the stump of his left arm. It is a thor- 
oughly satisfactory method. 

“T’m a little slower than some others,” he says, 
“but I make a good living. I use a lot of tools 
that others don’t need, but none of them is made 
specially for me. They’re regular tools for the 
trade; I just put them to uses others don’t think 
of. I’m a sort of inventor.” 

Mr. Brown lost his left hand when he was 14, 
but that didn’t keep him from learning his trade 
by actual experience. He started out collecting 
antique clocks and as a hobby began repairing 
those that didn’t work. Then he tackled modern 
clocks, and the first thing he knew he had a good 
business in his own home. Now since January 
of this vear he has had a regular store, located 
at 6045 Atlantic Avenue, Long Beach. Cal. He 
calls it “Brownie’s Time Shop,” and he buvs. sells 
and trades all kinds of clocks and watches. “Work- 
ing is fun,” he says, “and not work at all.” 





FOR OCTOBER, 1956 





RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


WHEN YOU SAY, “I DON'T LIKE SALES” 


It's like saying "| don't like to be in business under 


by Manny 
Silverman 


our present economy.” 


Then! . 


Sales Enterprises can help you. 


Mr. George Worley of Alamogordo, New Mexico, now says, 


"| like your sales methods." 





. Either you must go out of business or 
change your views. Whatever you decide Silverman 








Worley's Fine Jewelry 
P. ©. Box 129! 
Alamogordo, New Mexico 
8/15/56 

Dear Mr. Silverman, 

| want to personally tell you what | think of the job you 
have done for us. It has been everything | could have ex- 
pected and more. Payments on our accounts receivable have 
remained steady which is contrary to the past experience | 
have had running sales. 

| will not wade off the deep end in lavish praise of your 
anization which would be meaningless. Instead, | would 
er to have you know that | am perfectly sat isfied with 
y phose of our association. | am satisfied to the extent 
| would like to make it an annual affair. 
hanks sincerely for everything. 


sve 


rg 
rey 
ver 
nor 
Th 


George Worley 








Mr. 


Eugene Wittau decided to go out of Business. 











Wittau Jewelers 
i611 Main Street 
Marinette, Wisconsin 


Dear Mr. Silverman, 

Last winter when | decided to close my store, | was un- 
decided what method to use. | had seen your advertising in 
the Trade magazines over a period of years, but | thought 
perhops the claims were stretched and that yours was a “high 
pressure'’ operation. | also thought that the sales supervisors 
were probably high pressure types that would not leave the 
best impression on the town after the sale and since | am 
staying in the town, in another line of business, | was hesitant 
to write. | finally did contact your firm and believe me | am 
glad | did. 

We have just concluded a "'Going Out of Business" sale 
and are very pleased with the results. The whole thing went 
off as smooth as silk. The total volume of sales was amazing. 
We sold in 25 days time, the amount of goods it took the 
whole vear of 1955 to sell. ! was really surprised. 

As to the supervisor, | cannot express the pleasure it was 
to work with him. His whole appearance and personality ore 
what made the sale o very pleasant event. He worked right 
along with me ond all the details were handled in an un- 
selfish manner and with a genuine interest in my success. 

| want to express my thanks to your organization and hope 
that your organization continues on the road to success. Do 
not hesitate to use this letter or give my name as a recom- 
mendation at any time. 

Thanks again. 

Sincerely, 
Eugene Wittau 








SILVERMAN SALES ENTERPRISES 


WRITE! WIRE! PHONE! 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4693 








151 





Style...the new standard in 
luxury stainless. Here, in this 
handsome pattern, is the per- 





fect marriage of modern sim- 











plicity and breath-taking three 
dimensional detail... comple- 
menting the table for those 
casual, relaxed settings and 
equally beautiful for the most 


formal occasion. Designed by 
the master craftsmen of the 
oldest flatware manufacturers, 
famous for flatware perfection 


since 1824, made by 











PATTERN 





the Stainless Division of Reed & Barton 


Style has a rich lustrous finish, 
perfectly balanced weight, 
careful detailand distinct grad- 
ing in each piece... qualities 


which mean value, spell sales! 














Specials on starter 
setsas low as 14,95 retail 











For full information write to 


Scientific Silver Service Corporation, 690 Broadway, New York 12, N. Y. 











READY Are you a Cash Jeweler 
OCTOBER with a Problem? 


If your store has enjoyed a good Reputation for 
many years, We can be of Service to you— 

We will buy your store, paying you dollar for 
dollar for your assets or will conduct a sale for you, 
suited especially to your particular situation. 

Our Files contain a list of the Nation's Leading 
Jewelers whom we have helped. 


Please Write, Phone or Wire collect 


HARVEY ROSS & CO. 


"Sales Promotion Specialists for Two Generations” 
32 West 39th St. LO. 4-5037 New York 18, N. Y. 














wwouesaiy maint mnonregs gugrtnerons ~ JMS Jewelry Tan Co. 


P. O. BOX I 
CHICAGO 90, ILLINOIS 5 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
DENVER ® DETROIT @ NASHVILLE @ CINCINNATI World’s Largest Manufacturer of Quality qeraaiare, 
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REFER PAGE 133 


DIAMONDS (EXCLUSIVE OF INDUSTRIAL DIAMONDS) IMPORTED FOR 
CONSUMPTION IN THE UNITED STATES, 1955, BY COUNTRY 







































































































































































| Re a Ree aie > 
Rough or Uncut | Cut but Unset 
Country VALUE VALUE 
| | eae GRE PRED Sse! nae 
Carats Total | Average Carats | Total Average 
eo Bea | | sibel 
North America: | | 
eo RAE ek | 2,205 | Seca. |) GRA Fi 5 Pe ae eee 
Rs oo eee 9,900 | 569 , 306 96 .49 127 14,125 | $ 111.22 
Netherlands Antilles.......| ........ ao Se eee 29 | 39 955 | 1,377.76 
Tek ea | 8105 797,773 | 98.43 156 | 54,080 | 346.67 
South America: | | 
ON aes 6 i | 4,127 199,085 | 48 24 113 13 ,427 118.82 
Deven Gunes... 6... ek. | 2,566 | 73,104 | I eye Bp og aa aes ina 
Ve Se eee $0 , 236 2,642,087 | 29.28 | 48 7,662 | 159.63 
| ; | / 
MES eke Feces | 96 ,929 2,914,276 | 30.07 | 161 | 21,089 | 1380.99 
Europe: | | | | | 
Ri. see ae ee ata <5 hae ees | Ae 3,674 524.86 
Belgium-Luxembourg...... 102,676 | 10,692,952 104.14 | 427,422 | 45,354,711 106.11 
Pe RO Cty ae 9 ,203 730 , 133 79.34 4,470 869 , 862 194.60 
Germany, West............ 1,141 11,215 9 83 48 948 3,452,716 70.54 
PONS oe os oe a ee ee Beers “eat re aererr eS : 136 127 ,461 938 .21 
Poeeeitee. .. ... es oe 2,573 | 261,443 | 101.61 | 22 , 243 2 ,633 ,320 118.39 
Ps oe os ox ean 29,965 | 1,911,100 | 63.78 | 250 58 , 799 235.20 
United Kingdom............ 728,285 | 56,960,288 | 78.21 | 5,464 947 ,127 173.34 
Bess Ue ys ees. 873,843 | 70,567,131 | 80.75 | 508 ,940 | 53,447,670 | 105.02 
Asia: | | | | 
Hong Kong. pe a 294 eee OOP | sa ceee. ere erry eye ey 
LD Napents 2 eben He on <n Boe ac Byers ; 249 | 29,042 | 116.63 
ee Se TEES 130 Ar tf SRR Eee oe hn acts tS eae 
MS ek. $84 Be ae a ae ee | 103 9,284 | 90.14 
Ee po gg ela 4,136 44,821 | 10.84 157 ,326 13,735,028 | 87.30 
Japan..... ole bin eit tare Wand ow ok a eee Bi ee a 837 80,848 | 96.59 
GEER Oe OTIS TA 549 44 750 Ss Pa eee Heep reer) PES ae 
Se 3 eS ee 71 eet A Pe eer c= BRA oS 
See Aviles: Od ae i eas Ps peguigs | 2° 700 | 350.00 
Wik 5,180 122,446 23.64 | 158,517 | 13,854,902 | 87.40 
Africa: | | | 
Federation of Rhodesia and | | 
Pe oe a al ane ee ee ee Pere aes 21 | 8 ,365 398 . 33 
French Equatorial Africa. . . 8,110 | 383,815 | oe Boia ee PS SS ge eat 
BAS Siok oss Vie kane | 14,536 | 422 ,726 ae Shen eer: Bet een ae ee Re kaa aieha 
SERIE oe aA Cor 415 | ES Ges Sa eae gow Seek eae an Bere 
Union of South Africa. ..... | 57,814 | 1,520,861 | 26.31 | 40,064 | 7,447,444 | 185.89 
MC oe oes Cee 80,875 | 2,333,560 | 28.85 | 40.085 7,455,809 | 186.00 
Cine tatelis oo ica etd. 1,064,932 | 76,735,186! | 72.06 | 707,859 | 74,833,550! | 105.72 


} 























1 Due to changes in tabulating procedures by the U. S. Dept. of Commerce data known not to be comparable to earlier years. 
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Smooth, silky, elegant but neat! The coat is an 
Italian import by Plymouth Manufacturing Co., 
Boston, and has a lustrous gold and black lining 
inside a black overcoat. 


© The vitalized interest in each new season’s line 
of menswear has been reflected in a matching 
awareness of new lines of men’s fashion jewelry. 
Never before has fashion for men been on a par 
with ladies’ styles, and rarely has men’s jewelry 
been designed with as intimate a relationship 
to apparel as it has been the last couple of years. 


Designers in ready-to-wear have finally 
awakened to the need for “obsolescence” mer- 
chandising in men’s clothes, and have through 
each season’s “silhouette” outdated the costume 
of the previous year. The war saw the start of 
this new emphasis on clothing, and each suc- 
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by Jerry Gewirtz, JC-K Fashion Consultant 


cessive year has witnessed a soaring desire on 
the part of even the most conservative male to 
buy himself, at the least, part of a new wardrobe. 

Trips to Europe, particularly Italy, have be- 
come an accepted part of the design philosophy 
in menswear. New styles have been heralded by 
large-sized rotogravure sections, such as “The 
New York Times” puts out periodically. Pub- 
lishers of magazines, in business for many years. 
have shifted from statistical reporting to editing 
comprehensive fashion sections, with big names 
by-lining features on the shape of men’s clothes 
to come. 

Haberdashers and buyers in department stores 
were quick to jump on the band wagon. Jewelers, 
too, in the last two years have been alerted to the 
need for adding a line of men’s fashion jewelry 
that is styled up in much the same fashion as 
their ladies’ stock. 

This year is one of particular interest for not 
only have the big style houses created lines that 
are styled up, but the most conservative manu- 
facturers of precious and other fashion jewelry, 
including rings, have crafted models that stay 
within the framework of the silhouette blue- 
printed by apparel makers for 1956-1957. 

The bases are really loaded as far as fashion 
is concerned, and it looks as if the jewelry manu- 
facturers have won themselves a pennant. (Just 
how successful their efforts to style up will prove 
depends on the follow-through at the local level.) 
The jeweler must know to show—he must tell 
to sell! 

In the following paragraphs, therefore, we pre- 
sent a quick run-down of the styles for Winter 
56 and a forecast of those for Spring and Sum- 
mer ’57. 


CLOTHING NEEDS THE JEWELED TOUCH 


¢ There’s a lustrous, metallic quality to men’s 
fabrics that looks to accessories for complement. 
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« Esquire Magazine sees the currents in the 
fashion world for Spring and Summer, 1957, 
moving in the direction of the “silky, lustrous 
fibers ... with the all-over theme of ‘The Silken 
Touch.’ ” 

¢ Emphasis in tonality is on the intermediate to 
lighter shades, with blue highly important. 
Lighter shades of greys show a positive trend. 
Tan and brown continue important. White 
finishes, consequently, take on an exciting new 
importance, with platinum, palladium, sterling 
and white finishes more dominant than ever 
before. 

¢ The conservative three-button, single-breasted 
jacket retains its number-one position, thereby 
promising a continued importance to the tie slide, 
the collar pin. Similarly, the elegant surface 
interest of fabrics is toned down with accessoriz- 
ing, with a more conservative type of jewelry most 
harmonious. One jewelry manufacturer summed 
up the trend in his line as the “neat” look, a feel- 
ing we underscore. 

¢ Shirt styles, too, influence the kind of fashion 
accessory that will move at retail, as it in- 
fluenced the jewelry designer when he planned 
this year’s line. On the one hand, the stripes and 
fancy fabrics require a conservative though pos- 
sibly carved look in fashion accessories. On the 
other hand, the emphasis on bright colors has 
seen the introduction of many colored stone trims 
in Jewelry for complement—on onyx or mother- 
of-pearl for contrast. (Hsquire sees anew angle 
for business shirts in models that have one pat- 
tern for the body and another for the collar and 
cuffs. Eyes on the cuffs mean more cuff link 
business!) 

¢ Ties, too, have the much-touted luster in the 
new fabrics, with neckwear dominated by “The 
Silken Touch.” White in combination with dark 
colors is a trend to watch, particularly for the 
jeweler who will have more white finishes and 
biack onyx trims on his new jewelry models. 
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Left—This new watch attachment created by 
Kimler & Daniel, N. Y., is hand set with 
genuine French marcasites. Band has Jacoby- 
Bender end-o-matic connecting loops. In 
white or yellow it retails for $5.50. 


Far Left—This lady’s lapel watch by Westclox 
has shatter-proof globular crystal that 
magnifies the dial, gold-color numerals and 
sweep hand. The graceful bowknot pin has a 
safety catch. Price $14.95 (plus tax). 


Left—This new Hamilton “Accumatic II” 
watch has luminous hands, sweep second 
track, skip-numeral dial and alternating 
slim tapered markers. With saddle calf 
strap, $69.50; with matching bracelet, $75. 





Far Left—Emerson portable TV phonoradio pro- 
duces both TV and radio programs. 81% in. 
screen. Jacks provide for record playing 

or under-the-pillow listening in bed. Also 

can be plugged into car. List price $124. 


Left—These footed trays in the Melon, 
Ascot and Georgian Gadroon patterns are 
offered by the Community division of Oneida 
Ltd. Silversmiths. Addition of the feet 


increases the retail prices $5 to $10. 


Far Left—This tie bar and cuff link set by 
Squire, Inc., Taunton, Mass., depicts the 
Republican elephant in silver- or gold- 
finished metal. Available, of course, with 
donkey instead of elephant. 


cy te Gow .. . they re 
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Right—One of the “Spectaculight” bridal 
sets, this marquise design is offered by 
Karlan & Bleicher, Inc., 136 W. 52nd St., 
N. Y. C. Center diamond is surrounded by 
melee to give effect of one large stone. 


Far Right—From R. F. Simmons Co., Attleboro, 
Mass., comes this new “Reversible” tie slide 
for wide or narrow ties. Available in yellow 
gold filled or in sterling silver patterns. 

Retails from $5 plus tax. 


Right—This new Ronson “66” is said to 
shave every type of beard, accurately trim 
mustaches, neck hairs and hard-to-get-at 
areas. Automatically cleans itself and 

is self sharpening. Retails from $23.50. 


Far Right—From Wyler Watch Corp., 13 E. 
23rd St., N. Y. C., come a thin steel waterproof 
watch (right) for $49.95, and a 23-jewel self- 
winding watch (left) in all steel or gold- 


filled case for $72.50. 


Right—This “Wee Folks Set” by Oneida is 
designed to make children’s self-feeding more 
successful. Available in Lilac Time, En- 
chantment and Proposal patterns to match 


the 1881 (R) Rogers (R) patterns. 


Far Right—This Zodiac “Chronotron”’ clock 
runs for a year on a single battery. In 
massive satin brass case with brilliant 
Signs of the Zodiac. Fifteen ruby jewels. 
Retails for $170 plus federal tax. 


yours to profit by. 
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Left—North American Philips Co., Inc., 

N. Y. C., offers this new Norelco Debutante 
rotary electric shaver for women. In aqua 
case with matching cord. Fits the palm and 


resembles a perfume atomizer. For $17.50. 


Far Left—From Reed & Barton, Taunton, 
Mass., comes this “Autumn Leaves” sterling 
flatware. Decorated with delicately in- 
cised leaf design carved into the silver 
itself. Six-piece place setting for $34.75. 


Left—New “Spindrift” design of Inter- 
national Stainless Deluxe division of 
International Silver Co. Tips of handles 
curve toward the plate, forming a “balanced” 
place setting. 32 pieces in case for $49.50. 


Far Left—From Rolfs, West Bend, Wis., 
comes the “Bitsy” miniature French purse. 
Only half the size of a regular wallet, it 
yet has full-length two-fold bill compart- 
ment. In brightly colored cowhide. $3.95. 


Left—Eterna-Matic offers this new 
miniature wrist watch styled for the “Age 


9 


of Elegance.” Twenty full-cut diamonds, 
two large baguettes. Automatic winding. 


$600 f.t.i. Other models $175 to $1,200. 


Far Left—New group photo frame for pictures 
that catch the spirit of the occasion and 
belong together. Bottom opening. Also 
available horizontally. By Raimond, Inc., 
Malden, Mass. In sterling silver for $25. 
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FREE! New Easel Display 


to increase your sales of 


LEISURE stainless Tableware 


by 
George Nelson. 

















Two simple ways to obtain this 
dramatic, attractive display: 


1 Easel Display complete with 5 piece 
* Table Setting of Leisure, only $2.50 
(Table setting retails at $8.25) 


9 Easel Display alone . . . sent abso- 
*  Jutely free. 


Simply mail the order form below to obtain 
your new LEIsuRE Stainless easel display. 
Strikingly distinctive, of luxurious black 
velvet with- contrasting white plastic piece 
grippers, it has been specially created to 
hold and display the unique design of 
George Nelson’s exquisite LEISURE pat- 
tern. Sturdy double wing construction 
guarantees long, trouble-free counter 
life; and naturally, LEIsuRE stainless 
requires no polishing, no care. Order 


your display now . . . put LEISURE 
where your customers can see it, 
admire it, buy it .. . for extra sales, 


extra profit. 





po —- — + pom 
CHARLES D. BRIDDELL, INC., CRISFIELD, MD. 


Gentlemen: 

['] Please send me 
(please enclose check) 

[_] Please send me Leisure Displays Only (without merchandise) at NO COST. 

[] Please have your representative call and give me more information on how | can 
make more money through carrying the LEISURE line. 


Leisure Displays with Place Setting ] $2.50 each. 





Every display includes a 
supply of sain circulars and 
mats on Carvel Hall Leisure... 
the outstanding stainless created 
by one of America’s outstanding 





designers . . . George Nelson. : 
FEET PE PP Ey OP Me ys RETR Ee EO Pee | Oe 
Chas. D. Briddell, Inc. I Scan Dds ASO Ka 0 00S 0. 0r b ORES Ee kd Es eae ak oat 
Crisfield, Md. Cire Bik oS ec eee Zone...... ee aA Poe ae Pe 
| now carry nationally advertised Carvel Hall [|] Steak Knives (.] Homemaker Cutlery | 


*Design patents applied for. 
©1956 CHARLES D. BRIDDELL, INC. 


© eee cee cee eee eee Game cae coe enw cee ene ee ee es ee ee | 


[] Carving Sets. 


eau ee ee ee ee ee ee eee eee ee ee ee eee 
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HI-Fl PAYS OFF -—BsBuT NOT TO ‘BUGS’ 


High fidelity equipment in a jewelry store? 
Here’s a jeweler who’s making money selling it. 


* In the experience of Ted Bauman, head of Bau- 
man’s jewelry store in Dothan, Ala., high fidelity 
merchandising offers a big field for men in his 
profession. There’s just one word of warning— 
the “bug.” 

The hi-fi “bug” is the man who buys his own 
pick-up, tuner, amplifier, pre-amplifier, speaker 
and tone controls as individual component parts 
and puts them together himself. He is more 
politely referred to as an “audiophile’—and he 
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is a man, according to Mr. Bauman, for the re- 
tail jeweler to stear clear of. 

Bauman’s sells complete sets only—and sells a 
lot of them. In fact, right now they account for 
a good slice of the total business volume. They 
are brought, of course, not by “bugs” but by ordi- 
nary people who know nothing about electronics 
and care less, but who do like good music. And 
this group, after all, far outnumbers the other. 

Mr. Bauman entered hi-fi only after looking at 
it from all sides. He watched it emerge from a 
little known specialty to an all-consuming hobby, 
firing the enthusiasm of hundreds of thousands 
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TAKE YOUR CHOICE 


Boost flatware sales with either or both! 


STEGOR FALL PROMOTIONS 





Here’s a sensational offer that solves your cus- 
tomers’ Christmas gift problems, brings Christ- 
mas shoppers into your store early, builds traffic, 
and boosts your silverplate sales this Fall. 


Repeated by popular demand, this is 

the “hot” promotion that helped jewel- 

ers get customers started with quality 

stainless last Spring and built future i 
sales of open stock and place settings. 

It’s proven! It’s popular! 


Details: Your customers get 3 beautiful gifts, in 
Stegor Silverplate, each attractively and separately 
gift-boxed: 


Salad Serving Set TOTAL 
Bottle Opener RETAIL VALUE 
Vj Lot Sercing Ss ee 


AT NO EXTRA COST when they buy 
the 52-piece Hostess Set Service for 8 (including 
chest) at regular price of $84.95. 


Details: Your customers get an extra set 
of teaspoons with purchase of basic sets of 
Stegor Stainless service for 4 or 6, in choice 
of 5 “Aristocrat of Stainless” patterns. 





4 extra teaspoons with 16-piece basic set 
service for 4 at $23.95 (Spiral $19.95) 


6 extra teaspoons with 24-piece basic set 


service for 6 at $34.95 (Spiral $29.95 : ' , 
tee ee yee / Imagine how your customers will welcome getting 


three wanted Stegor Silverplate items at no extra cost, 
to give to friends or relatives for Christmas! 

And you get your regular 45% discount, 
plus 50-50 cooperative advertising plan and 
display helps, plus greatly increased stain- 


You get your regular 45% discount, plus 50-50 coop- 
erative advertising plan and display helps, plus the 
extra profits that come from increased sales and in- 


less sales. creased customer goodwill. 


OFFER GOOD ONLY ON YOUR ORDERS 
SPECIFYING SHIPMENT FROM 
SEPT. 15 TO NOV. 15 


OFFER GOOD ONLY ON YOUR ORDERS 
SPECIFYING SHIPMENT FROM 
OcT. 15 TO NOV. 30 


WRITE, WIRE, OR PHONE AT ONCE FOR FULL DETAILS 
STEGOR DIVISION, THE GORHAM COMPANY «+ Williams 1-1000 °* Providence 7, Rhode Island 
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PROPER TRAINING CAN SOLVE CHRISTMAS 


HELP PROBLEM 


By Robert Latimer 


One jeweler reports that his extra holiday sales 
people can sell with the best of them. He is care- 
ful in selecting them, trains them thoroughly and 
kindly and pays them well. Many of them come 
back again year after year. 


Unlike many retail jewelers, Leo Weisberg, 
manager of Zale-Lee Jewelers, in Aurora, Colo., 
has no Christmas-extra problems. He takes on 
five extra people from mid-November until 
Christmas day, and each one “pulls her weight” 
from start to finish. 
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How does he do it? He follows these six rules 
vear after year: 

1. He employs only college-girl students. A 
college undergraduate is the best bet, he has 
found, because she is courteous, can talk pleasant- 
ly to strangers, and usually knows something 
about jewelry-store items. 

Mr. Weisberg writes to the registrars of two 
leading universities in the Denver area, stating 
his requirements and promising that each girl 
recommended will be given full consideration. 
He does this at least a month before the extras 
will actually be needed, so that the colleges will 
have plenty of time to select the applicants and 

PLEASE TURN TO PAGE 192 
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THE BELLE OF THEM ALL... 


Model 4460—10-cup, 


$2995 


Model 4461—in copper, $32.95 
Model 4458—8-cup, $24.95 


the all-new Coffeematic for ‘56—more beauty, 
more value in America’s No. 1 coffeemaker 


Outmoding all others, these fabulous new Universal 

Coffeematics are rocketing sales to a new high. 

There’s new beauty in their graceful, modern lines... 

perfect performance in their fast, automatic action. 

And to make this the greatest Christmas ever, 

Universal ties it in with the SANTA CLAUS CLUB... FLAVOR-SELECTOR REDI-LITE 
the biggest merchandising plan of the industry Gives you coffee to | Glows to show you 
with $25,000 in prizes for your customers and the exact strength coffee is done...no 


a duplicate for retailers. See your distributor today! you choose... just watching or wait- 
set it and forget it! ing! It’s automatic! 


HEAT SENTINEL 


Keeps coffee at per- 
fect serving temper- 
ature with no in- 
crease in strength! 


Everything points to the BIG YEAR! canpers, rrary & CLARK - NEW BRITAIN, CONN. 
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8 ABSOLUTELY, 
XMAS GIFTS FROM 


A modern rendering of traditionai 
barometer design, Taylor’s new 
WILSHIRE PENDANT has ex- 
clusive STORMOGUIDE* dial for 
detailed weather forecasts—and 
tells the temperature and humidity, 
too. Hand-rubbed walnut case on 
brass-finished frame. 20” long, 6” 
square barometer section. Weight: 
3 lbs. * 2474. $27.50. 


*Reg. U.S. Pat. Off. 


This striking new Taylor DESX THER- 
MOMETER is a fine business gift . . . and 
low-priced enough to give in quantity! Bi- 
metallic thermometer with clear plastic 
front and grained brass shell. 31%” high. 
Each in a box, six to a carton. Carton weight: 
1 lb. 8 ozs. * 5375. $2.75. 


Here’s the unusually handsome new PLY- 
MOUTH STORMOGUIDE COMBINA- 
TION. Forecasts weather, tells heat and 
humidity. Twin grained-aluminum dials are 
set in natural maple, hang on wall or from 
black metal stand. Brass bezels and hangers. 
9” x 5”. Weighs one pound. # 2573. $18.95. 


They'll be sure of where they're going with 
the new NAVIGATOR COMPASS in car or 
boat. Liquid-filled dome for steady reading, 
push-button dry cell lighting. Compensates 
for magnetic influences. Compass rose and 
lubber’s line for boat owners. Gray Tenite 
case, 214,’ diameter. * 2957. $6.95. 


A miniature pendant with a modern touch, 
the new FAIRFIELD is a decorator’s choice 
in green or black plastic. Grained aluminum 
barometer dial and thermometer scale are 
easy-as-Taylor to read. 914” high, weighs 
10 ozs. * 2475. $8.95. 
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POSITIVELY NEW 


TAYLOR 


HERE are eight spanking new beauties from 
Taylor that'll be new for your customers 
... new for your profits! 
These eight are the latest additions to the Taylor 
line. They’re unusual Christmas presents, d/f- 
ferent Christmas presents! They’re the sort of 
present any man loves to get—the kind no man 
returns. And they’re the sort that se// all year 
through—you don’t have to mark ’em down to 
move ’em! 
They’re tops in eye-catching display value—and 
in very little space. Your customers will see 
them in Taylor ads like those in Collier’s, The 


Any man’s office isa weather bureau with 
the new FREMONT STORMOGUIDE 
COMBINATION. Tells weather, tem- 
perature, humidity. Clean, simple design 
adapts to any decorative scheme—hand- 
rubbed walnut base (9” x 5’’), grained 
aluminum dials, grained brass bezels, 
brass lacquered base. * 2572. $18.95. 


‘ Taylor’s ads are your ads, too, if you 
NAL Ce have a good stock of Taylor Christmas 
\C ia beauties like the ones shown here. 
.* 


See the Taylor advertisements in these 
magazines . . 


8 Absolutely, positively new ways 
for you to make extra profits ! 


Saturday Evening Post, The New Yorker, Better 
Homes & Gardens, National Geographic Mag- 
azine. 

We're making handsome easel-backed counter 
cards of the full-color ads in Collier’s. Want a 
couple for your Men’s Gift Center? Write now 
for the displays—and for a full stock of beauties like 
these! Taylor Instrument Companies, Rochester, 
N. Y., and Toronto, Canada. 


All barometers shown here have Taylor’s exclusive altitude ad- 
justment for correct readings where they are used. STORMOGUIDE 
models have unique detailed forecasts. Only Taylor offers these 
two strong-selling features! Standard models made for altitudes 
0 to 3500 feet. For elevations from 3500 to 7000 feet, add ““HA’’ to 
Catalog Number and $2.50 to price. 


A gift for the fisherman, the new TACKLE BOX 
FISHERMAN’S BAROMETER tells when and how 
deep to fish! Clear plastic box holds leader, snaps, 
floats and colorful Heddon spinning lures. Fits 
into coat pocket—is a mantel- or desk-top con- 
versation piece between trips. 7’ x 344” x 114”. 
Weight: 10 ozs. * 2290. $11.95. 


Elegant beyond its price, the 
new Taylor “OUTRIGGER” 
WALL THERMOMETER 
makes a handsome business 
or personal Christmas pres- 
ent. Mahogany - finished 
wood 734” back has gold 
plastic bulb guard and brass 
“outrigger” side bows. Each 
in a box, six to a carton. Car- 
ton weighs 1 |b. 10 ozs. 
#5142. $2.50 each. 


. your customers will! 
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ACT X OF 
SHOWMANSHIP 


IN BUSINESS 


by Zenn Kaufman 
































Putting the Audience on the Stage 

One of the few innovations in the whole world 
of entertainment was discovered by burlesque 
when they built a runway that allowed the dollies 
to scamper into the audience and pull the ears 
of the cash customers. 

A little bit unrefined, perhaps, but funda- 
mentally sound since it helped bring the show 
closer to the audience. Or, more important, the 
audience closer to the show. And stage. 

In a previous story I said the man who buys 
the ticket is the hero of the show. 

Willie Mays may get the salary check. Rocky 
Graziano may get the newspaper headlines. Rita 
Hayworth may get her name in bright lights on 
Broadway, but the real stage star, ring hero, or 
screen idol is not the actor but the individual 
member of the audience. 


The Customer Makes the Deal 


Similarly in business. The hero of the selling 
drama is the customer—or prospect. His vanities, 
his hopes, his fears, his ambitions—these are the 
stuff from which your plot is spun. And on him, 
and him alone, must the spotlight shine. 

The simplest commercial example I know is the 
auto salesman who makes the prospect sit at the 
wheel of the car. Or, better yet, drive it. 
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Or the desk salesman who places a full size 
mirror on the wall facing a $110 desk. Then gets 
you to sit behind the desk, facing the mirror—so 
you can behold yourself, flanked on either side 
with expensive pens, in all the glory of big busi- 
ness. 

No man needs a $110 desk. This story is being 
written on a $6.95 bridge table. With one broken 
leg. Not that it couldn’t be a better story—but 
an extra investment of $103.05 wouldn’t help. 

But the man who looks in the mirror says to 
himself, “Boy! You look like Charlie Schwab!” 
And buys the desk. 

PLEASE TURN PAGE 














The World’s Finest Revere Ware Homemaker Set 
shown here is especially designed . . . especially 
priced for the credit jewelry field! Amazingly low 
priced at $39.95 ... to sell on credit . . . saves your 
customers $4.85! This prestige merchandise is con- 
stantly advertised in leading national consumer mag- 
azines and offers quick turnover—big profits! 


IMPORTANT! 
SPECIAL, NEW PROMOTION MATERIAL AVAILABLE! 
e Hard-hitting 1,000 line, two-color newspaper 
ad mat—designed for credit selling—available on 
a special cooperative advertising basis! 


e Imprinted, two-color, post card direct-mail piece! 


@ 600 and 300 line newspaper mats and glossy 
photos. 
See your distributor or write us for full details. 








No. 1200 Revere Ware Homemaker Set! 
Fair Trade Retail Price $39.95 


This beautiful new Revere Ware Set consists of a 
1-qt. Sauce Pan with Cover; 2-qt. Open Sauce Pan; 2-qt. 
Double Boiler; 5-qt. Sauce Pot with Cover and Trivet; 
9-inch Skillet with Cover; 23% inch Stainless Steel Wall 
Rack with 4 Hangers! 


REVERE WARE KITCHEN JEWEL CHEST! 


Trade-up customers to the World Famous Revere Ware 
No. 1400 Kitchen Jewel Chest—Revere’s finest Set! 
This beautiful Set of Revere Ware is color-cartoned for 
wedding and holiday gifts . . . retails for $59.95. 
Other Gift Sets priced 0 

from $ 2 6. 50. i : . o . el 


REVERE COPPER AND BRASS INCORPORATED 


Rome Manufacturing Company Division 


Rome, New York «+ Clinton, Illinois « Riverside, California 
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FREE FOR THE EARNING 


Each month our autograph copy of SHOW- 
MANSHIP IN BUSINESS is given for the 
best example of showmanship sent in by a 
reader of JEWELERS’ CIRCULAR - KEY- 
STONE. Tell us of something you’ve done— 
or even something you’ve seen—that has helped 
add that extra touch of dramatic interest. 











CONTINUED FROM PRECEDING PAGE 


We're All Alike Under the Skin 

I’m no exception. I spoke in Toronto recently 
for an advertising club, and having heard much 
about woolen tariffs I thought I’d buy an over- 
coat and save money. 

I went to Eaton’s (beautiful store) and picked 
out a nice coat at $49.50. 

Priding myself on saving the money, I started 
to chat with the manager. He began to give me 
the works. 

He told me about the tradition in British 
Fabrics—how down through the years father 
had taught son the unwritten secrets of woolen 
craftsmanship, how families had worked for 
generations at the same looms, how I might be 
rich as Croesus yet couldn’t buy as fine a cloth 
in the U. S. at any price. 

He sold me a $69.50 coat. He took me up gene- 
ration by generation—five generations at $4 per 
each—to $69.50. And now I'll wear that coat in 
the States, and stroke it tenderly as I say to 
friends, ““Yes, no one makes clothes like the 
British.” 

And for a brief moment, I take the spotlight— 
as: the hero. 


Works In Jewelry Stores 

There are countless ways to put the audience 
into the act. One of the most fundamental ways 
concerns the design of your store front—-using 
more glass to give passersby the feeling that 
they’re already in the store. S. L. Ward, of 
Wood’s Jewelers in Patchogue, Long Island, is 
one of the many jewelers recently remodelling 
along these lines. As Ward says, “Our new store 
front has been a real asset to 
our business.” 

Kortz-Lee, in Denver, used 
the same principle in a collec- 
tion letter. An illustration 
showed a loving cup—awarded fe 
to the person receiving the let- @& 
ter. What person seeing a loving 
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FREE FOR THE ASKING 


Send a self-addressed, stamped, envelope for 
your free copy of the Showmanship Yardstick 

. a 12-point check list of the elements that 
make a good show. 











cup inscribed with his own name could fail to be 
impressed. 


Clerks Are Human, Too 
Give your salespeople a chance to take a bow. 
Dale Carnegie relates an experience that 
Charles Schwab had with a mill manager whose 
men weren’t producing their quota of work. 
“How is it,” Schwab asked, “that a man as 
capable as you can’t make this mill turn out what 
it should?” 
“I don’t know,” 
the man answered, 
‘‘I’ve coaxed the 
men; I’ve pushed 
them; I’ve sworn 
and cussed; I’ve 
threatened them 
with damnation and 
being fired. But 
nothing works. 
They just won’t 
produce.” 
It happened to be 
the end of the day, 
just before the night 
shift came on. 
“Give me a piece 
of chalk,’ Schwab 
said. Then, turning 
to the nearest man, 
“How many heats 
did your shift make 
today ?” 
s+ he 
Without another 
word, Schwab chalked a big figure six on the 
floor, and walked away. When the night shift 
came in, they saw the “6” and asked what it 
meant. 
“The big boss was in here today,” the day men 
said. “He asked us how many heats we made and 
PLEASE TURN TO PAGE 200 
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ensington 


“one of our best selling giftware lines!” 


Kaufmann’s carries the full Kensington line 
because customers become collectors—buy 
candlesticks, then bowls, trays, pitchers, etc. 





Kaufmann’s—Pittsburgh’s largest department store— Learn more about Kensington. It turns fast. It’s 
takes no chances on losing Kensington sales. Kaufmann’s profitable. It appeals to customers because it won’t 
carries the complete assortment of more than sixty gift- tarnish, never needs polishing. For the full story, mail the 
ware items—reorders about every ten days. As soon as a coupon today. 


shipment is received, an inventory is taken and another 
order placed. 

Kaufmann’s finds that a good display backed by sufh- 
cient stock stimulates impulse sales, too. Casual shoppers 
looking for a smart gift almost always find something in 


KENSINGTON 
Wear-Ever Building, New Kensington, Pa. 
Please send full line Kensington catalog and ordering 














OF NEW KENSINGTON, PENNSYLVANIA 
A DIVISION OF THE ALUMINUM COOKING UTENSIL COMPANY, INC. 


the Kensington line. And, reports Kaufmann’s, the high information. 
sales volume “‘keeps sales people happy.” : 
: Name—___ aie’ : 

s tou : Store SE Oe EEN Mn Se ET SE RRS Sd A OO sheeted io eamataal : 

Address srvenesteaeenesssesameiensaemasenasndhansianrensaiutaetnsgnawasae tie . 

\K CR. ion Zone ES aR ‘ 
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PROUDLY PRESENTS THE NEW 


18 KARAT GOLD~ Vit Lif July 


23 besds 6 Precision Misa 
Styled in 18 Karat Gold 





























THE NEW BULOVA “FIRST LADY” 
WILL BE INTRODUCED NATIONALLY 
ON THE NEW, LIVE 


| CJackie Gleason Show, 


SATURDAY, OCTOBER 27 
OVER THE ENTIRE CBS-TV NETWORK 


JACKIE GLEASON—America’s No, 1 watch! And they'll be told to go to 
Salesman and top-ranking TV enter- your store to buy it. Be sure you have 
tainer, will help you sell more Bulova enough Bulova “First Lady’’ watches 
watches! Your customers will see the and all the other Bulova TV ‘‘Head- 
most powerful commercials ever cre-__liners’’ advertised in this show! 

ated for the presentation of a fine 
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IN BEAUTY 


Only Bulova — working closely with the 
world’s foremost watch designers, could 
create in 18 Karat Gold such a beautiful 
series of fine ladies’ timepieces. 





F fy 
, IN QUALITY 


Only Bulova — the world’s leading high 
precision watch manufacturer, could cre- 
ate this supremely dependable series of 
fine 18 Karat Gold ladies’ timepieces. 


23 sewers + in 18xuxTr GOLD 


IN VALUE 


Only Bulova—the world’s largest producer 
of fine timepieces, could create an 18 

x Karat Gold watch so beautiful in style, so 
FIRST LADY “B’”’ eel —— superb in performance, so unmatched in 
available in white or aa, PLROLE o as BOR I SOORBE AME ——aooo 4 quality, ata price every American con- 
ao gold > sumer can afford. 





FIRST LADY “A” FIRST LADY ‘‘E*’ 
available in white or 


18 karat yellow gold 
$59.50 yellow 18 karat gold 
' ' $65.00 


} MP dd | 


‘ 


FIRST LADY ““G” a 


EXQUISITE MODELS FIRST LADY “D” Ca , 
ee 
; 18 karat yellow gold —- 


18 karat yellow gold CG 
$75.00 


available in white or yellow 18kt gold og 


23 jewels « 18 karat gold <4 
6 precision adjustments | the fe a y <A 


FIRST LADY ‘“H” FIRST LADY “J” FIRST LADY ‘‘I’ 
available in white or 18 karat yellow gold available in white or 
yellow 18 karat gold $85.00 yellow 18 karat gold 


$75.00 $95.00 


x 
2 


BACKED BY THE MOST 
POWERFUL ADVERTISING 
SUPPORT EVER PLACED 
BEHIND A FINE WATCH! 


POWER! 


Hard-selling newspaper ad mat service! 


POWER! 


Pre-tested displays and direct mail! 


POWER! 

National Advertising Campaign PLUS massive TV 
spot support...on Bulova’s year-round campaign 
reaching 35,000,000 people every night in the 


week! 
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SELL FASTER WITH 


mole Ind 


of the Toastmaster name 


BOOST SALES AND PROFITS ; 
with this New Pre-Sold Pomeimate She potut $c 
Full-Margin Line 



























MODEL 8AT 
Fry Pan-11” 
$19.95 retail 











% i > 









MODEL 8Bi 
Fry Pan-12” 
$24.95 retail 








DOMED COVER FOR MODEL 
8B1-A2 $4.00 retail 
8A1-A2 $3.00 retail 















‘die enthusiastic response of distributors and retailers Every appliance in the full line that you see here also 

to the announcement of Toastmaster’s six new appli- gives you full profit margins. 

ances proves once again the value and acceptance of this And so your opportunities for sales and profits are 

famous-for-quality brand. larger than they ever were before on the famous Toast- 
And now this value and acceptance is yours in a full master line. 

line of Toastmaster products—with all the added profit To cash in on these opportunities in the largest way 

that a full line gives. possible, order early and be assured of preferred delivery. 
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MODEL 2D2 
Automatic Waffle Baker 
$21.95 retail 





ee eee 
Automatic Toaster 
MODEL 1821 
MODEL 1A6 Automatic Toaster $23.00 retail 
Automatic Toaster $19.95 retail 
$15.95 retail 


MODEL 4A2 
Automatic Iron 
$12.95 retail 


{ 


MODEL 4Bi 
Automatic Steam and 
Dry Iron $15.95 retail 





; 


DAVE GARROWAY 
Star of the NBC-TV 
“TODAY” program 

7to9 AM 


New York Time 


ARLENE FRANCIS MODEL 203 
Automatic Grill and 
Star of the NBC-TV Waffle Baker $32.50 r 
; “HOME” Show atrie Saker A retai 
; 11 to 12 Noon 


New York Time 
coast to coast 


and border to border 
with these three star selling 
personalities! STEVE ALLEN—Star of 
the NBC-TV “TONIGHT” 


Show—11 to 1 AM 
New York Time 


**TOASTMASTER” is a registered trademark of McGraw Electric Company, Elgin, Illinois ©1956 


CALL YOUR DISTRIBUTOR NOW- GET PREFERRED DELIVERY! 


FOR OCTOBER, 1956 


PLUS Big-space national advertising 


... 31 ads in 9 leading magazines! 
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group of Dhirilyte Shin Cyt 

















. contemporary designs in gay, 
golden-hued Dirilyte .. . each a 
decorator piece . . . each possessing 
definite usefulness. Crafted of 
Dirilyte, they also have known value, 
ready acceptance. New Dirilyte 
designs make possible manufacturing 
MOTIF Holloware of genuine 
Dirilyte at moderate prices. 

Not plated; not merely color-coated; 
Dirilyte is a solid golden-hued metal. 
Now scientifically processed to 
retain its glittering luster without 
polishing. You'll profit handsomely 
from a prominently located Dirilyte 


section or “department.” 


Strikes a 
RETAIL $2.38 TO $24.50 Golden Note in 


#758 — 812” RONDURE BOWL #703-4—S & P SHAKERS #705-6—IND. S & P SHAKERS 


ht. 35,” ht. 114” ht. 


#756 — BONBONNIERE #762 — FANTASY BOWL #782—CANDLE HOLDER Holiday Sales 


57,” dia.; 3” ht. 10” dia.; 2%” ht. 5” ht. 
##712-14—SUGAR & CREAMER #760 —10” RONDURE BOWL 


ea, 254” dia.; s 3%” ht.; c 3” ht. 4%" ht.w/mahog. base Oppo rtunity 


EXTRA PROFIT oe 
30-DAY CHRISTMAS PATTERN 
sé p A C K A G c | illustrated 


(Limited offer. This extra merchandise deal good only if order given 

to our representative or, uf mailed direct, order postmarked no later 

than midnight Oct. 31, 1956) 
4 — 10” RONDURE BOWLS 
3 — 842" RONDURE BOWLS J$= $6.25 
4 — FANTASY BOWLS .25= 89.00 
4 pr. SALT & PEPPER SHAKERS 50= 38.00 
6 pr. IND. SALT & PEPPER SHAKERS ' 28.50 
2 — SUGAR & CREAMER SETS 50.00 

$359.75 Your cost _.$197.86 
4 — CANDLE HOLDERS .50= 30.00 Your cost ‘ 
2 — BONBONNIERES sz s20___ Sow cost 16-piece Starter Set 
Total Retail $409.25 DEAL costs. $197.86 for 4—in special box 


YOUR PROFIT $211 oh Empress or Regal Pattern $4695 5.31 


Many successful jewelry retailers 

profit from selling genuine 

golden-hued Dirilyte flatware 
Rae a ld eee TE COMPANY OF AMERICA, INC, 


and holloware. Write for the 
Dirilyte Tableware catalog. SE epee TY mw Indiana 
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Left—*Coronet”—newest design in 
Coalport bone china from England has nar- 
row gold wreath at shoulder and a gold 
edge; 5-pc. setting may retail for $26. 

Sold by Camden Hall, Inc., of New York. 


Far Left—Bar gray set in copper-finished 
metal holds 8 glasses and ice bucket with 
rooster design in black and gold, space for 
liquor hotties; 10-pc. set, $9.95 retail. 
From Geo. Borgfeldt Corp., of New York. 


Left—In Spode bone china, “Bridal 

Rose” pattern on the “Savoy” shape with 
its cabbage leaf embossment; 5-pc. setting 
retails for $22.90. Added to stock by 
Copeland & Thompson, Inc., of New York. 


Far Left—This is the distinctive “Nils” 

design in Orrefors stemware from Sweden, 
the graceful shape decorated with an en- 
sraving; goblets may retail at $3.75 each. 
From Fisher, Bruce & Co., of Philadelphia. 


Left—Red “Renaissance” pattern in 
English bone china done on plain shape in 
dinnerware; on fluted shape it is called 
“Rougement”; 5-pc. setting, $27.50 retail. 
From Royal Crown Derby, Inc., New York. 


Far Left—‘Salte Sellers” in French china 
in mushroom shape are made in graduated 
sizes—small salt and pepper, $6.95 retail; 
great salt, $4.75; and muffineer, $5.95. 
From Haviland & Co., Inc., of New York. 


Table top fashions... . 
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Right—“Windswept’”—new pattern in 
Tuscan bone china from England has gray 
leaves on pastel pink background touched 
with gold; 5-pc. setting retails at $16. 
From Ebeling & Reuss Co., Philadelphia. 


Far Right—Sparkling “Comet” decoration 

is done in shaded gold on white coupe 
shape—made by Raynaud, of Limoges, France; 
the 5-piece place setting, $21.50 retail. 

From France Energic Corp., of New York. 


Right—Made in France is this “Bird of 
Paradise” bowl of Sévres opalescent crys- 
tal done in a technique combining clear 
and milk glass; bowl is 151% in. in diameter. 


From French Glass Co., Inc., of New York. 


Far Right—Beverage sets including six 
tumblers in crystal or in assorted colors 

are packaged in sturdy, plastic gift boxes 
to retail at $9.50, crystal; $10, colors. 
By Fostoria Glass Co., Moundsville, W. Va. 


Right—“Pompon” design in Impromptu 
china cook-and-serve dinnerware shows 
stylized flowers in sandstone with orange 
centers; 16-pc. set retails for $16.95. 
By Iroquois China Co., Syracuse, N. Y. 


Far Right—New “Delphine” design in Fran- 
conia china has halo of forget-me-nots and 
leaves on two-tone blue with touches of 
platinum; 5-pc. setting retails for $13. 
From Herman C. Kupper, Inc., of New York. 


and home accessories. 
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(Advertisement) 


6 ge OF THE BIGGEST PROBLEMS retailers of sterling 
silver have to face today is the question of 


pattern inventory. 


In order to be able to offer their customers a complete 
selection of patterns by all leading manufacturers, 
retailers frequently have to stock many patterns which 


ee >] 
are “‘slow’’ sellers. 


Today’s modern research methods are making a con- 
centrated effort to eliminate these slow selling pat- 
terns before they are introduced, thereby furnishing 
retailers with a line of the strongest possible patterns 
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research: a new tool 


from a merchandising and selling standpoint. 


The story of ‘Celeste’, introduced by The Gorham 
Company two years ago, is a dramatic illustration of 


the part research plays in pattern development. 


Before they decided to offer Celeste on a national basis, 
The Gorham Company undertook one of the most 
intensive research programs ever sponsored by a ster- 
ling silver manufacturer. Celeste was previewed exten- 
sively from coast to coast. Statistics proved it to be 
overwhelmingly popular with young girls everywhere. 
In fact, the surveys showed Celeste was preferred far 
and above all other patterns in the silverware industry! 
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to solve an old problem 


TODAY’S RESEARCH METHODS HELP THE JEWELER STOCK 








(Advertisement ) 


STERLING SILVER PATTERNS WOMEN WANT —AND WILL BUY! 


by JACOB ROSENTHAL 
Vice - President in Charge of 
Marketing and Research, 
Donahue & Coe, Inc. 


As suggested by the advance research, Celeste enjoyed 
spectacular and immediate success as soon as it 
appeared on retail counters. Proof of this success is 
clearly contained in a recent survey (covering patterns 
manufactured by fourteen important silversmiths) in 
which the selections of girl graduates were analyzed. 
The selections were made as a result of retailers inviting 
girl graduates to select a gift and register their pattern 


preferences. 


A total of more than 72,000 invitations were extended 
by 578 retailers who reported their experiences—and 
a total of 54,073 selections were made by girl graduates 
accepting the invitations. It should be noted that by 
ordinary research standards, this sample of returns 
from all over the United States is extremely unusual 
in its size and the results of the analysis therefore are 


particularly significant. 


Of special interest to jewelers is the fact that Gorham 
patterns were selected by fully one-third of all girl 
graduates. The total number favoring Gorham exceeded 
by a considerable margin the total for the next two 


leading companies combined! 


FOR OCTOBER, 1956 








Equally significant is the fact that three Gorham pat- 
terns—Celeste, Strasbourg and Willow—were in the 
top ten pattern selections. These three Gorham pat- 
terns accounted for 43% of all selections among the 


first ten patterns. 


Perhaps even more spectacular, however, is the evi- 
dence of the instantaneous and outstanding success of 


the new Gorham pattern, Celeste. 


Out of a total of 157 patterns selected, Celeste was the 
outstanding leader, accounting for more than 14% of 
all selections. In fact, Celeste selections were 5% 
greater than the selections of the next three most 


popular patterns combined! 


While there does not seem to be authoritative data or 
past experience on which to base comparisons, it seems 
doubtful that there has ever been in the past a more 
spectacular example of consumers accepting and buying 


a new pattern so enthusiastically and so speedily. 


Research played a vital role in the introduction of 
Celeste. Jewelers can look to research to play an even 
more important role in the future in the introduction 


of new Gorham sterling silver patterns. 
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THIS 
IS 
ART 


bringing 1200 people 


into a jewelry store 


IN 
AUGUST 





rid ihn Coals: JEWELERS DALLAS 


SQroaassae IGHLAND PARK VILLAGE 


STREET. Cowntown 


Mr. George Wood 
6323 North Dentwood Drive 
Dallas, Texas 


Dear George? 


We've come up with an ideaJ Maybe it's because as a 
dabbler I aa interested in it too. For I taink you are 
always interested most in those things closest to your 
heart. 


So it's this ee. On August first, we are going to put 

on the first showin; of the works of Business Men in 

Art in Dallas. This will be <n invitational aff<ir and 

I thought of you among those interested in such a showing. 


This show will be strictly for enjoyment and inspiration. 
But I hope after other business men see your and my efforts 
they will feel called on to go an: co likewise, 





We are going to hive this showinc in our well-lighted 
Hospitality Room on the second floor in our downtown 
store. We are going to publicise it ani we hope every< 
body will come to see it. Your entries will be sent 
for, insured and carefully looked after durincs the three 
weeks of the show. Incidentally, the showin: will not 
be a competitive one. : 


This is your show and one to enjoy, Won't you sign 
this enclosed acceptance telling me that you will lend 
a helpine hand? 


Ross Reddington of our store will be calling you shortly 
after -or arrangements. 


Most sincerely yours 


Myron Everts 


Northing to the Cost 











This is the letter the genial host sent to the businessmen. No wonder 
they responded! The idea caught on so fast that even before the ex- 
hibit was completely hung, the art critic of the Dallas News appeared 
with a photographer to get a feature story. 


¢ “The purpose of business is profit.” 

But—there are other possible concurrent gains 
from labor. Such as having fun while working. 

And it is generally true that the more fun a 
businessman has in operating his enterprise, the 
more successful are his efforts; the more profit- 
able his establishment. 

Now, you can’t have fun just thinking of your 
own gains, you have to think of the other fellow 
once in a while. That’s just what Myron Everts, 
of Arthur A. Everts Co., Jewelers of Dallas, was 
doing one day, last spring. 

His hospitality room, ordinarily made avail- 
able to clubs for a meeting place, did not show a 
full schedule for the normally dull month of 
August, as most clubs suspend their activities 
during that month. So Mr. Everts was wonder- 
ing just who or what group could benefit from 
the use of this assembly room on the second floor 
of his downtown store. 

From nowhere (for this is the first time such a 
project was sponsored by a jeweler) came an 
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Friends of rugged Harold Star, Jr. (Industrial Towel Company), 
could hardly believe that he had sculpted these amazing pieces. The 
African head is a granite; the black and white marble piece is 
titled ““Two Swans Mating,”’ by Mr. Star. The tile table is also his 
creation. 


Great open spaces and Texas cattle inspire the palette of J. T. 
Suggs, vice president of the Texas and Pacific Railway. Mr. Suggs 
paints under the name of Ben Preston, exhibited three of his sought- 
after canvases in the Arthur A. Everts show in Dallas. 


“Footnote” is the happy title of this tongue-in-cheek modern canvas 
by Harry L. Koenigsberg, young public-relations man-about-town. 
Colors are more subtle than black and white reproduction reflects. 
“What a wonderful print for a silk dress,” was one woman’s com- 
ment when she saw this huge (about 36 x 54 inch) canvas in the 
Everts show. 








Heckled by his own employees to enter the “Businessmen in Art” 
Show, Myron Everts, president of Arthur A. Everts Co., concocted 
this abstraction from watch and clock parts salvaged from the 
repair department, then aptly titled it ““Konfusion conceived by 
Myron.”” Too modest to allow it to hang in the exhibit, Mr. Everts 
permitted it to be placed by the door outside the exhibit room where 
it provoked even more admiring comment. 
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idea to Myron Everts. Why not a “Businessmen 
in Art” Show? 

Indeed! That would be fun, not only for Myron 
but for all those local businessmen who, while 
enjoying the pleasures of being amateur painters, 
1ever entertained the idea of being able to exhibit 
their efforts publicly. 

Sparked by the idea of the “Sunday Painting,” 
publicized by the pursuit of this hobby by Presi- 
dent Eisenhower and Winston Churchill, Mr. 
Everts called on Jerry Bywaters, director of the 
Dallas Art Museum, to check out the soundness 
of the idea with him. Mr. Bywaters gave his 
enthusiastic endorsement. “We were thinking of 
trying it at the Museum, but you go right ahead,” 
he said, and backed up his cooperative comment 
by furnishing a list of businessmen-painters with 
whom he was acquainted. 

This list was added to by calling various artists’ 
supply houses, in Dallas, telling them the idea, 
and asking them for lists of amateur business- 
men-painters. They were delighted to cooperate. 
The accompanying letter, with a reply card, was 
sent to each businessman-painter by special de- 
livery to his home. 

The reaction was immediate. The acceptances 
poured back. Ross Reddington, store display di- 
rector, was put in charge of making arrange- 
ments with the artists to pick up the canvases 
and sculptured pieces. Each was insured at the 
artist’s own valuation. Some modestly insured 
only for what the frame had cost them! Wives 
phoned in to say, “My husband is out of town, 
but I want him to enter. Can you wait until 
Monday?” Patients of doctors called in with, 
“Now you call Dr. So-and-so’s wife. He’ll say no 
but don’t you pay any attention to him.” 

Art critics on the Dallas papers, informed of 
the forthcoming exhibit, expressed their interest 
by giving the names of artists; and by running 
advance stories. 

The first day of the show produced coverage 
by television as well as newspapers. The open- 
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Delighted viewer of the “Businessmen in Art” exhibit was Liberace, in 
Dallas to star in ““The Great Waltz.” Liberace, too, wanted to be in 
the exhibit, presented Mr. Everts with one of the handpainted ties 
which the pianist designs as a hobby. Appropriately framed, the tie 
became one of the prize attractions of the exhibit and was duly reported 
in the morning newspaper. 


Bucolic scene, painted by Robert M. Olmsted, of the Olmsted-Kirk 
Company in Dallas, attracted attention in Arthur A. Everts’ “‘Business- 
men in Art” exhibit during August. 


The modern as well as the traditional was well represented in the 
Everts “‘Businessmen in Art’’ show, as witness this aquarium grouping 
by Kemp Johnson. Mr. Johnson earns his daily bread with the Security 
Brown Stamp Company, paints for fun. 
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from coast to coast...it’s the stainless success of the season! 


new \  Jallace CONTEMPO 


... prize design at popular prices! 


CONTEMPO is contemporary design at its best. This handsome 
new member of the Wallace Blue Seal line is simple but smart. 
It requires no care, has a mirror finish that will keep its lustre. 
It’s made by silversmiths; backed by the famous Wallace 
tradition plus a Lifetime Guarantee. It’s a best-seller wherever 


it’s sold . . . and a best-seller at full mark-up! See it soon! foe ee a eee oe 
All sets display packaged 


Te. |. wekadesadanéea deena til nhes 25 DINNER KNIFE, witH movetteo 26 PC. SERVICE FOR 6G.........-.eeeue- 12.50 
HANDLE AND SERRATED BLADE.......--.s-e005 1.00 
PE mete oe Ppa 5 alave Guach a aes wee 
CREAM SOUP SPOON ni GS PC. PLACE BETTI < ocdcccccecdeses 2.50 34 PC. SERVICE PONS 
DINNER FORK.......-.--.-.---+-- xn4 nee 35 16 PC. SERVICE FOR 4..............--. 8.50 CHECK YOUR WALLACE DISTRIBUTOR 
A en wal dha che vie ataiite 35 20 PC. SERVICE FOR 4@........-2seee00:: 9.95 OR FACTORY REPRESENTATIVE TODAY 


V V allace Stainless... Division of R.Wallace & Sons Manufacturing Company. At Wallingford, Connecticut, since 1835! 
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ing was purposely kept informal, with no set 
program or speeches. The artists and their fam- 
ilies were invited by letter. So was the press, and 
so were radio, television and other interested per- 
sonalities. Coffee was served. 

Plans are already under way to repeat the show 
next year. In order that more “Sunday painters” 
may be represented, each businessman-artist will 
be limited to one painting of his own selection. 
(At no time will the Everts art show be a “jury 
show” with prizes or criteria for hanging.) The 
only requirements are that the artists be (1) non- 
professional amateurs, doing it for pleasure 
rather than profit and (2) that they be business- 
men. 

Inestimable goodwill has resulted from the 
show. Originally scheduled for two weeks, it was 
extended by request to a month. It has brought 
more traffic than was ever dreamed of to the 
second floor. Luncheon clubs announced it, and 
businessmen flocked to see their friends’ work 
after lunch. Secretaries came on their lunch hour 
to see their bosses’ work. Wives brought their chil- 
dren “to see daddy’s pictures.” 

All schools of art were represented—and all 
for fun. Heavily painted, palette-knife moderns 
were side-by-side with almost-Grandma Moses 
primitives and western cattle scenes as American 
as an Indian. There was a portrait of an Ameri- 
can Indian, too, and a hauntingly beautiful “Death 
of an Acrobat” done in plaintive blues and pur- 
ples. In 55 pictures, there were canvases to please 
everyone, and to displease some... which is half 
the fun of going to an art show, anyway—to 
pick out what you don’t like as well as what 
you do! 

One thing everyone agreed on: It was a won- 
derful idea, and please, Mr. Everts, do it again 
next year! 

He will. 


Even Everts’ competitor was present! This brilliant canvas, “San 
Francisco”’ was lent by Joe Linz, well known local amateur painter and 
public relations director of Linz Jewelists, located directly across Main 
St. in Dallas from Everts Jewelers where exhibit was held. Mr. Linz 
predicted some 1,200 people would view the exhibit, was more nearly 
right about the number the show would draw than Myron Everts him- 
self who claimed to have ‘“‘no idea’’ the show would be so popular. 


MIDDLE 

Henry A. Dihm, an executive of the Rauschemburg Rug Company, sub- 
mitted this snow scene for the “‘Businessmen in Art’’ exhibit sponsored 
by Arthur A. Everts of Dallas. 


BOTTOM 

So limpid and lovely are the colors in this painting of G. Duffield 
Smith’s that one observer commented, “I’d be afraid the water in that 
canal would run right onto my living room rug.” Mr. Smith, director 
of Dallas’ Better Business Bureau, says this is only the fifth picture 
he ever painted. It was one of the most popular in the Everts show. 
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Presenting 


A fascinating new / 


ALVIN / 


STERLING PATTERN / 


. 7 i 
with a particular =/ 


youthful appeal ! 


Retail price for a 
6-piece luncheon- 
size place setting 
from $35.00 Feder- 
al Tax Included. 





Youthful and modern with classic simplicity, best 
describes this lovely new pattern in ALVIN Sterling . . . 
Spring Bud .. . at home on every table. Our exhaustive 
pretesting methods show a strong sales demand for this 
lovely, new ALVIN design—especially in today’s large, 
youthful market. 
This demand will be increased by a heavy schedule of national 
advertising — a total of 13 full pages during the next 6 months in 
House Beautiful, Charm, Seventeen, Modern Bride and Guide for 
the Bride with a combined readership of over 32,758,100. 


Be first to show and you're sure to get your share of sales in this new 
pretested ALVIN pattern, Spring Bud. 



























Order now from your Alvin jobber or direct — prices the same. 


THE ALVIN SILVERSMITHS 
Makers of exclusive Silver Designs for Seventy Years 
- PROVIDENCE 7, RHODE ISLAND 


| Price folders gladly sent on request, showing Spring Bud and other Alvin patterns. 
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HE SELLS FREE CHRISTMAS WRAPPING 





A Denver jeweler finds that featuring the free wrapping as well 
as the gift makes his Christmas business boom. His automatic 
bow-tying machine is a great asset. Customers not only like the 
bows it ties, they like to watch it work. 





SA ROE tA BATA OI RE ar a Reet 


Concerning Christmas, Leon Fishman’s mind is easy. He knows 
sales will be good because he’s going to use the same methods that 
paid off for him before. 

The owner of Kay’s Better Jewelers in downtown Denver, Mr. 
Fishman decided in 1955 that he would go traditional gift-wrap- 
ping one better. Many jewelers give free Christmas gift-wrap- 
ping: he would advertise it. 

He built his entire holiday promotion around the idea. He 
played it up in his store windows and he played it up on the daily 
radio program of which he is a sponsor. 

How did his service differ from that of a thousand other mer- 
chants? 

First, he offered not only to gift-wrap all items without charge, 
but also to package them for mailing, post them, insure them and 
see them on their way the same day they were purchased. 

Next, to climax his huge assortment of papers, boxes, seals 
and ornaments, he bought an automatic bow-tying machine which 
he kept right out in the open. On this even an unskilled hand could 

PLEASE TURN TO PAGE 202 
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FOR THE KIDDIES 
$1.50 
“COMMUNITY 







Don't overlook a 
profitable part of 
your Christmas 

market 


... child and 
baby gifts in 
Community 


Colorful window and counter display comes with Community assortment #9062 


Eight children born every minute...adds up to lots . with your order of special Christmas 


charge . . 








of gift-giving at Christmas time. This Christmas, 
make more of these sales your sales . . . by having 
a full assortment of Community baby gifts on dis- 
play. And by spreading the word (through local 
advertising) that your store has these gifts in a 
choice of all five Community* patterns. 

To help you win baby-loving customers, the 
Christmas-tree display (above) is free of extra 


assortment. Free newspaper mats available, too! 
And a beautiful full-color page advertisement— 
in five top magazines during December—will fea- 
ture Community baby gifts. Telling the whole 
country what lovely, /asting presents they make! 

Order assortment #9062. Total 
price for 21 pieces $60.40. Subject to regular 


consumer 


discount. 
*Trademork of Oneida Lid., Oneida, N. Y. 


COM M UNIT MW oe: ines: sicvevouar 


Created in the Design Studios of Oneida Ltd. Silversmiths 
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Glass & 
Giftwares 


by MADELINE LOVE 





store, a specialty furniture store man, a 

trading-stamps firm executive, and two men 
engaged in the business of door-to-door selling 
(one of them in sterling silver) all planned to 
express their views on the subject of “Are Con- 
sumers Changing Their Buying Habits?” at a 
National Home Fashions League lunch in New 
York late last month. 

The question is one that may have occurred to 
many people engaged in business. No doubt the 
jeweler will find it significant that the League, 
composed of hundreds of women working in vari- 
ous phases of the home fashions field—manufac- 
turing, retailing, public relations, advertising— 
believes the subject to be so important. Obviously 
they think that there is a trend toward changed 
buying habits, otherwise there would be no point 
in inviting such a group of executives to a panel 
discussion. 

Do you think so, too? Are you finding some of 
your sales slipping away to house-to-house opera- 
tions or to competitors who have started giving 
trading stamps with purchases? 


The answer is probably, “Yes.” But that is, of 
course, only part of the answer. As a jeweler, 
you have a good, strong weapon in the fight for 
sales of glamor merchandise. A jewelry store is, 
by definition, a glamorous place in which to buy, 
and any woman would prefer to be able to say, “I 
bought my china (or glass or silver) at Blank’s 
jewelry store.” It gives the ware a higher lustre 
in her own eyes and those of her friends. 


Ten head of a large New York department 


Only the jeweler can offer “something extra.” 


No house-to-house salesman can offer this extra 
quality. What he can give her is the convenience 
of a leisurely selection of pattern right in her 
own home. But so can you. It has been done for 
some time by certain jewelers operating on the 
principle that “if you can’t beat ’em, join ’em.”’ 
They have found it both practicable and profitable 
to take selections of tableware patterns right to 
the prospective customer’s home and let her make 
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her decision in the environment in which the ware 
will eventually be used. 

Too much trouble? 

Nothing is too much trouble if it sells a service 
of fine china to a customer who might otherwise 
be lost to the competition. 

* + * 
ONALD HASSALL, formerly china produc- 
tion manager at the Spode factory in 
England, has joined the sales organization of 
Copeland & Thompson, Inc., New York. Mr. 
Hassall will represent the firm in Indiana, Illi- 
nois and Missouri, commencing this fall. 
* * * 
ASTLETON CHINA, INC., has sent out its 
fourth sales booklet to its dealers, this one 
giving a complete program for staging a table 
setting contest by the stores. Variations on the 
contest idea are given in detail, together with 
suggested window and in-store displays, guides 
for correct table-setting practice, radio and tele- 
vision scripts, sample invitations to women’s 
clubs to participate, and order forms for mats, 
ballots and table cards. 

Incidentally, William McBurney, Castleton’s 
director of design, appeared August 29 on Arlene 
Francis’ “Home” show on NBC television. Miss 
Francis interviewed Mr. McBurney, who dis- 
cussed the various stages of hand work and 
artistic endeavor which go into the making of 
fine china. Several designs were shown, among 
them two from the Studio line and the John 


Marin plates from the Castleton Collection. 
x ok * 


New Lenox fixture 





HIS is the new island-type fixture for dis- 
playing giftware which Lenox, Inc., is offering 
to its dealers. Styled to harmonize with jewelry- 
store interiors, the see-through fixture has both 
incandescent and fluorescent lighting to show the 
Lenox giftware line to best advantage, and the 
60 to 70 pieces which it holds can be viewed from 
all sides. The trade name is cut into two sides of 
the top panel and is illuminated from the rear. 
* * * 
AMES T. BERRY, regional sales manager in 


the Northeast territory for the Franciscan 
PLEASE TURN PAGE 
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this china 
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Impromptu by Iroquois... pace-setting place settings that score 
new highs in profits and turnover in leading jewelry stores all over the 
country because they sell on sight. 


Designed for the big new casual living market, this exquisite 
translucent true china is so durable it’s backed by the famous Iroquois 
“replaced if it breaks” warranty ...so practical it doubles from oven 
to table, eliminates hard-to-clean pots and pans. And this high-fashion 
fine china retails for as little as $4.95* for a five piece place setting! 
Available in Bridal White or a choice of seven original Ben Seibel 
designs. Supported by powerful national advertising and a wide 
selection of effective, free dealer aids. For further details write to 
Iroquois China Co., JCK 106, Syracuse 9, N. Y. 


*A bit higher in the far west. 





Impromptu has set ales: 
sales records wherever 


it has been 


shown 


—without elaborate 
displays! Two shelves 
are all you need to show 
your customers a rep- 
resentative selection 
of this amazing value. 
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Frolic Stellar House of Flowers Jardinieres Pins and Beads Pompon Bridal White 
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“ELEGANCE” — from Heinrich & Co., 
Bavaria, combines black with ultra fine gold 
in richly simple decoration on coupe shape 
in fine white, translucent china. 


5-pe. Setting: App. $25 retail. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 





44 York St. 
Toronto, Ont., Canada 
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SELL NOW 





This is IT!! 


The big Fall and Christmas 
buying seasons are the peak 
Kem Card seasons. Checked 
your stock records lately? 
We can still make prompt 
shipment. 


Double deck $7.50 Retail 





KEM PLASTIC PLAYING CARDS, INC. 
595 Madison Avenue, New York 22, New York 
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CHINA, GLASS & GIFTWARES (from preceding page} 
division Gladding, McBean & Co., has been made 
Eastern sales manager covering the entire sea- 
board including the Middle Atlantic States, 
Southeast and adjoining states. He will con- 
tinue to make his headquarters in New York. 
Philip C. Starr, who has been regional sales man- 
ager for the upper Midwest, becomes Mid-Con- 
tinent sales manager in charge of all sales from 
Canada to Mexico. Wilfred Sechrist is general 


sales manager for the company. 
* * * 





HOWN here is part of the complete package 

of display, merchandising and advertising 
aids which Syracuse China is making available 
at cost to its dealers for the new “Regent Mono- 
gram” pattern. The display unit permits the 
showing of all three styles of lettering to be done 
in gold on the “Regent”? shape—block, script and 
Old English. The factory registers the mono- 
grams for matchings. 


William Etterley 





ILLIAM ETTERLEY, a Britisher who has 

been in the china field here for the past eight 
years, has been appointed to the sales force of 
Royal Crown Derby, Inc., of New York. Mr. 
Etterley will carry not only the Crown Derby 
china dinnerware and accessories, but will also 
represent the associated company, Fine China 
Associates, Inc., selling Viners silverware and 
Poole pottery, from England. 
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* The very definition of the new fashion trend... Elegance pattern by Syracuse. 
Warm, natural white, ringed and accented in coin gold with restrained decoration 
in subtle olive green... voted “irresistible” in consumer tests. Your customers 
know that Syracuse is fine, translucent fashion design china. 3 out of 5 
potential customers in your area see Syracuse national color ads regularly. 


Make no mistake, Elegance also means an elegant way to 


ring your cash register. Send for complete information today! Cy K A [ | C 


FINE 
Syracuse 1 °* New York 
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CHRISTMAS HELP PROBLEMS (from page 162) 
he himself be able to sift them carefully. 

2. He knows it will be to his advantage to cut 
on-the-job training as much as possible. So in 
his interviews with the girls when they come in, 
he takes into account any previous experience 
they may have had in meeting the public and 
handling customers. He also considers personal- 
ity, neatness of appearance and, so far as he can 
estimate it, the degree of calmness the applicant 
will have under trying conditions. 

3. Mr. Weisberg knows that every new sales- 
girl is shy and self-conscious, so he gives his 
extras thorough store training before they go on 
duty. 

He holds an informal meeting with them and 
with his regular staff several days ahead of time, 
introducing all the girls by their first names and 
encouraging the newcomers to ask questions. 

The extras are then put through the mechanics 
of using sales slips, the cash register and the 
record books. They are taught how to handle 
charge-account purchases, exchanges and other 
sales transactions. Finally, Mr. Weisberg asks 
them to watch an experienced employee perform 
the various operations, for he has found that 
actual demonstration is more effective than any 
amount of instruction from “the boss.” 





50¢ to start a new sales 
clerk properly 


To speed the training of new jewelry store sales 
people, the editors of JEWELERS’ CIRCULAR-KEY- 
STONE have prepared especially for the indoctrina- 
tion of extra Christmas help, a new 32-page book- 
let (Reader’s Digest size) entitled, “Fitting Into 
the Selling Picture.” This booklet provides the 
basic selling facts on diamonds, watches, silver 
and all other staple jewelry store lines. It also 
includes a three-page glossary of jewelry store 
facts. It is being made available at 50 cents a copy 
as another JC-K service to the trade. 

Write: THE JEWELERS’ CIRCULAR - KEYSTONE, 
Chestnut & 56th Sts., Phila. 39, Pa. (Handy cou- 
pon for ordering on page 77.) 





4. Once on the floor, Mr. Weisberg knows that 
the new salesperson is bound to encounter ques- 
tions she cannot answer and situations she can- 
not meet. If she is attempting to sell a watch, an 
expensive jewelry item or a complex electrical 
appliance, an awkward situation is almost certain 
to arise. In such a case, especially if she knows 


the customer perceives her inexperience, Mr. 
PLEASE TURN TO PAGE 194 
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GLASSWARE 


Designs which proclaim artistry 
Crystal dramatic in its brilliance 


Flawless execution of detail 


Decanters by Kosta 
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ESTABLISHED 
Main Office: 707 Chestnut Street. Philadelphia 6, Pa. 


ShuurTo 


NEW YORK Ii 


CHICAGO $4 
Fifth Avenue » > 


Merchandise Mart 
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Philadelphia, Pa., Pasadena, Calif 
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How our colorful new label helps you sell four ways: 


‘ou’ll soon have a 
new salesman in 
your glassware de- 


frostoria 





partment — the new 
Fostoria label! It’s bright and colorful. 
and memorable! But it’s much more 
than that. It offers four big advantages 
to help you sell more effectively. 


1. Neater merchandise. Each new label 
is lacquered for protection. Your labels 
will stay bright, intact, unscuffed even 
after repeated washings. 


2. More traffic-stopping displays. The 
new Fostoria colors which appear on 


the label — red. ivory. turquoise and dark 
blue — will also be used in Fostoria’s 
national color ads and in all new dis- 
play material which Fostoria supplies. 
Result: stronger point-of-sale tie-in with 
national advertising. 


3. Smarter appearance. The new label 


is trim, smart and colorful. It’s not only 
more attractive itself — it emphasizes 
more strongly than ever the quality of 
Fostoria glassware. 


1. Easier to read. Lettering is clearer 
on the new label. Yet the familiar 
“Fostoria” lettering stays the same — 


retaining the identity and recognition 
built up over the years. 


We believe that this new label repre- 
sents a progressive and forward step 
toward making Fostoria an increasingly 
important name for you. Fostoria Glass 
Company, Moundsville, West Virginia. 


Fine handblown 


and hand-molded crystal 


frostoria | 








Why hide your brand names 


t under a bushel! : 
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¥ 











Brands that have made a name for themselves add prestige and profit to any 
retail business. 

Brand name products are good products. By displaying them you complete the 
chain reaction started by manufacturers’ advertising. Your enthusiastic push 
brings this advertising to life. Your convincing sales arguments turn impressions 
into reality, lookers into buyers, inventory into turnover. 

Proudly display brands today so you can cash in today. 


FREE! SEND FOR YOUR COPY... How to Make the Brand Idea Work for You— 
Gives you a cross-country look at the best brand promotion by retailers in all fields. Shows you 
quickly the benefits of brand name retailing, and how to qualify as a Brand Name Retailer 
of the Year. 


BRAND NAMES FOUNDATION 


INCORPORATED 


A non-profit educational foundation 


437 FIFTH AVENUE, NEW YORK 16, NEW YORK 
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Behind the famous Community ‘‘South Seas’’ teaspoon, another famous figure: Mr. P. T. Noyes, 


Executive Vice-President of Oneida Ltd. Silversmiths, a grandson of the company’s founder. 


The silver company that was born 
without a silver spoon 





Oneida Ltd. was hardly born with a silver spoon in its 
mouth. Nevertheless, from a small beginning in agriculture, 
and from there to making steel game traps, Oneida has grown 
to be one of the two largest producers of silverware in the world. 


Their success is based on vision, hard work, meticulous 
craftsmanship — and on never underestimating the power of 
a woman. 


The first advertisement for Community Plate in Ladies’ 
Home Journal, in 1902, was a tiny 42 lines. This year, Journal 
readers saw the first 3-page gatefold ad ever to appear in a 
woman’s magazine —for Community. 


Oneida realizes, as do silverware buyers, that women ac- 
count for just about all silverware purchases. So practically 


Never underestimate the power 


their entire advertising effort is now placed in women’s mag- 
azines. Naturally the Journal, the No. 1 women’s magazine, 
is their bellwether. 





How does Oneida feel about Journal power? 


Dudley Sanderson, Advertising Vice-President, 
says: “The Journal’s great mass of women is 
Oneida’s natural market. Women who have taste, 


who look for honest value, are stimulated to buy by 
this deeply influential magazine.” 











Jodies No. 1 in circulation 
of the No. 1 magazine for women... Tome No. 1 in newsstand sales 
n ‘ No. 1 in advertising revenue 
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0 de since 1770 


THE PW FINE ENGLISH 


DINNERWARE 


Fine English Earthenware 


. : SPOUE 
English Bone China COPEtancs Crima 


Lowestoft Stone China & 
e-Chins 


Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





‘Delphine 
mn FRANCONIA CHINA 


One of Europe's Finest 


Styled for the successful trend to “blue” in new home 
fashions, Delphine is also a pattern keyed to "lasting" favor 
and popularity. A lovely halo of Forget-me-nots and leaves 
accented with fleurette clusters in a delicate two-tone blend- 
ing of Delphinium Blue on pure white translucent porcelain 
in the exquisite Louis XV shape—deftly banded with 
Platinum. 5-pc. Place Setting with 1034" dinner plete: 
$13.00 Retail (Slightly higher South & West). 


39-41 West 23rd St. 


HERMAN C. KUPPER, INC. x yok 10, N. Y. 
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CHRISTMAS HELP PROBLEM (conclusion) 


Weisberg instructs her simply to tell the truth, 
explain her position and assure the customer that 
a regular experienced salesperson will wait on her 
in a moment. This usually obviates any resent- 
ment that might otherwise be aroused and gives 
the clerk a chance to talk about some other 
simpler item until she is relieved. 

5. Because he puts a high value on his extra 
employees’ loyalty, Mr. Weisberg is careful not 
to penalize them for unavoidable mistakes. When 
an extra has inadvertently caused some financial 
loss or mixed up a set of books, he simply points 
out the fault, tells her that such errors are en- 
tirely natural and demonstrates how to prevent 
them in the future. There is never any “dressing 
down” or criticism of a sort to cause a girl to 
lose her confidence. 

6. One of the reasons for the above point is 
that Mr. Weisberg wants his successful extras to 
come back, season after season. With the same 
thought in mind, he pays them well—considerably 
above the minimum scale—and he works with 
them patiently to develop their sales ability. At 
the end of the season he gives each one a small 
gift and an invitation to “come back next year.” 

“During the 1955 season,” he says, “three of 
our five extras were ‘returnees.’ ” 





HI-Fl PAYS OFF (continued from page 160) 


of fans throughout the country. 

He also saw the average income climb to a 
record high, and families spending extra time 
at home. He visited music stores, photographic 
stores, electronic centers and department stores, 
and came to the conclusion that if he were to cater 
to the “bug” business, he himself would have to 
learn to find his way around among frequency 
responses, cycles, distortions and the rest. Being 
a busy man (like all jewelers), he couldn’t see 
himself devoting the necessary time to this. Even 
if he did take the time, he told himself, his knowl- 
edge doubtless wouldn’t come up to that of his 
prospective customer. 

He believed, however, that he could sell com- 
plete sets to the rank and file of people who ap- 
preciate beautiful recording for its own sake and 
are not concerned whether the music is produced 
with a GE cartridge, a Garrard tuner or a Halli- 
crafters amplifier. They simply like good music 
and are willing to pay a worthwhile price for 
an instrument that gives it to them. 

And so for a year now Mr. Bauman has been 
selling completely assembled units to non-techni- 
cal music lovers. His hi-fi department occupies 


PLEASE TURN TO PAGE 196 
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Contemporary designs in Vases 






















Centuries-old inherent skill in fine art glass 
craftsmanship is brilliantly demonstrated in 
these handcrafted crystal vases. 


VAN 9085/1 
“Glaieul”’ 13” high 


VAN 9085/2 
“Tivoli” (footed) 9” high 






VAN 9085/3 
“Pharaon” 92" high 










VAN 9083/2 
“Lido” 6” high 








VAN 9084/2 
“Biarritz” 7” high 









VAN 9084/1 


VAN 9083/1 
“Tivoli” 634” high 


“Napoli” 542” high 


Sole a. in the U.S.A. Full particulars will be sent upon request. 


rHe FRENCH GLASS CO., inc. (27 


American affiliate of UNIVER-FRANCE comprising more than 50 crystal and glass factoties whe employ 20,000 workers. 
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Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powerful Fall schedule in THE AMERICAN HOME, HOUSE & 
GARDEN, HOUSE BEAUTIFUL, THE NEW YORKER, BRIDE’S MAGA- 
ZINE and SEVENTEEN. 
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‘@ Styled for eye Appeal, the luxurious-looking 
lindley boxes enhance the begély of any gift. Made 
of sturdy leatherette embo wbite clay coated 
stock, beauty is in the box that joves time, storage 
ond money. Ask for Lindley folc 
giftware boxes. Write for details 
and prices. Illustrated below 
is but one of the many 
sizes available. 


Pictured: Lindley Box 
No. 65, 12x12x2%, 
packed 50, ideal for 
ching, troys, platters, 
blankets, curtains, etc. 


WA 


BOX AND / PAPER 


1748 West 2nd St., Marion, Indiana 
A DIVISION OF MORRIS PAPER MILLS 
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HI-Fi PAYS OFF (conclusion) 


15 feet of wall space on one side of his store, an 
area formerly pre-empted by ordinary radios and 
TV’s. He carries a fairly complete coverage of 
tape recorders, single-play and multiple automatic 
phonographs, radios and combinations, all pro- 
ducts of top manufacturers. 

As an inducement scarcely to be resisted, Mr. 
Bauman tells his customers that the store pro- 
vides a complete, unconditional guarantee on all 
units—which cannot, of course, be given to the 
customer buying separate components, often the 
products of many manufacturers. 

Inside the store one instrument is always kept 
softly playing, either from tapes or records, usu- 
ally semi-classical music which everyone appre- 
ciates and quickly recognizes. The sound level 
is kept low, so that it isn’t difficult to talk any- 
where in the store above it. 

Often a customer in another department asks 
a salesman, “‘Where’s your music coming from?” 
Which furnishes, of course, an ideal opportunity 
to escort him over for a look at the sets on dis- 
play. Some of the most profitable high-fidelity 
sales which Bauman’s has rung up have been gen- 
erated from this sort of approach. 

Mr. Bauman encourages likely prospects to ex- 
periment with the equipment, making a natural 
recording from a frequency-modulation radio 
kept convenient for the purpose. Allowing the 
customer to hear results which he himself has 
made pulls of lot of weight. 

Incidentally, in selling tape recorders, which 
spearhead the department’s sales program, Bau- 
man’s has hit upon one unusual fact. This is 
that, contrary to general opinion, it isn’t wise 
to start a prospect off by asking him to say a few 
words into the microphone and listen to his own 
voice. Few persons, Mr. Bauman says, have any 
idea what their own voice sounds like, because 
they have never heard it recorded before, and 
they are usually disappointed at the flatness of 
the tone. 

Important in hi-fi merchandising, according to 
Mr. Bauman, is the teen-ager who generally has 
more time to listen to mus): than the adult cus- 
tomer and who, given a few years, will have the 
money to buy high-priced equipment. Accord- 
ingly, much space is given to moderate-priced 
units, available on a variety of time payments, 
specifically for the teen-age market. 

“All in all,” concludes Mr. Bauman, “if the 
‘bugs’ are excluded right at the start, the rest of 
the hi-fi market spelis out good sales for the retail 
jeweler.” 
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LUKRURY LEATHER ACCESSORIES 
Co 


Imported Manicure and Tool Sets for Men and Women 
Finest of Implements — Best of Leathers! 


















Crafted of finest Solingen steel, these precision-made 









manicure tools are sharp, practical instruments 
of forged steel, from famous Solingen, 


renowned the world over for its master craftsmen. 








36-054 
Brown, Red 
Retail $12.00 ea. samen 
36-016 
Red only 


Retail $5.00 ea. 






36-030 6[ l—hr—_ 
Tool Set—Red, TanRti—“‘<‘CO™ 
Retail $5.95 ea. 












| prconeaanes 36-052 

36-040 — 4 Red, Brown 
Red, Black oO eel Retail $13.50 ea. 
Retail $7.50 ea. 








36-211 
Brown only 
Retail $3.95 ea. 











penne . ern 


Send for Sample Assortment 


31-54] 

Billfold and 
Key Case Set — 
Venetian Gold 
Leather. Red, 
Black . . Retail 
$5.95 per set 






31-542 
Billfold and 
Key Case Set — 
Fleur-de-Lis De- 
sign on Vene- 
tian Leather. 
Black, Red, An- 
tique White . . 
Retail $5.00 per 
set a 

















31-544 
Billfold, King 
Size Cigarette 
Case, and Spec- 
tacle Case Set— 
Venetian Leath- 
er in Fleur-de- 
Lis Design. Red, 
Black, Antique 
White . . Retail 
$7.50 per set of 
three 
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Complete line on display at Gift Shows, and 
at our permanent showrooms. Send for sample 
assortments and illustrated folders. 





225 Fifth Avenue .... New York 10, NY. | 


F. 0. m E R I & 101 Tremont Street .......... 


Manufacturers and Importers 2701 Ponce de eek | f a 


104-6 N. ne . Coral Gables 34, F 
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of In-stock service! 
* Prompt delivery! 


* No packing or cartage 
charge! 


100% profit! 
Nationally advertised! 
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D. STANLEY CORCORAN, INC 
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DIAMOND ROOM (from page 108) 


comparison ; a stereo microscope, 10 and 30 power; 
a proportion screen for use with the microscope; 
a black light to test fluorescence; and a plexiglass- 
topped table to eliminate reflections. 

“With this equipment,” says Mr. Millsap, “the 
customer can actually see the factors that deter- 
mine the price of a stone.” 

A large map of Africa painted on the wall 
serves as a reminder of the source of the stones. 

The room was completed at Christmas last 
year and an open house celebration was held. The 
event was announced through newspaper ads and 
direct mail, and a man’s and a lady’s diamond ring 
were given away. More than 3000 people regis- 
tered for the drawing. 

A snow-white tree was trimmed with diamonds 
valued at more than $25,000, supplied by Mr. 
Millsap’s diamond broker, the Kiger Company. 

Six substantial diamond sales resulted directly 
from the celebration but, even more important 
than this, Mr. Millsap believes, was getting so 
many people acquainted with the diamond room. 

“The customer,” he says, “enjoys making his 
choice on the basis of the facts he learns from 
our demonstrations. He realizes why the stone he 
likes costs what it does and why sometimes a 
larger one could cost less. 

“If he leaves without purchasing, like as not 
he goes to another store where he encounters the 
conventional over-the-counter sales method. Then 
he comes back to us with a diamond from the 
other store and asks us to appraise it and com- 
pare it with one of ours. That’s our chance to 
demonstrate why ours is better.” 

The same merchandising ideas are carried into 
the store’s advertising. One ad, for example, ran 
the headline “A Diamond Laboratory Right Here 
in Kansas City, Kansas,” and told about the dia- 
mond room, inviting the public to come in for a 
free demonstration. 

All in all, the see-for-yourself technique is pay- 
ing off so well that Mr. Millsap has turned his 
face squarely away from the prevailing trend 
toward diversification. He is gradually eliminat- 
ing some lines, believing that concentration on 
jewelry items will further build up the reputation 
of Millsap Jewelry Co. as the home of fine dia- 
monds. 





It was an old Hebrew belief that if a serpent fixed 
its eye upon the lustre of an emerald, it would go blind. 

The Romans believed that an emerald would disclose 
falsehood and treachery by becoming pale, and when 
powerless to avert misfortune, would fall from its setting. 

In Eastern countries, amber was worn for protection 
against deafness, digestive ailments, colds, jaundice and 
loss of teeth. 
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She has an 
eye for fashion 
...and it’s fashion " 


that catches her eye 
(and his!) 









Dennison ring case 8150TX 
will display your fine rings in a style 
to suit the taste of your customers. 
It has the sparkling smartness of 
crystal-clear plastic with brocade-pattern inlays 
of silver, gold, turquoise, blue or rose. 


The slanted ring pads of Karess or 
transparent velvet complement the shimmering 
background colors. Cover cushions 
are white rayon satin. 





Order a supply of these sales-making ring cases 
from your Dennison distributor. 


Dennison 
MANUFACTURING COMPANY 


Jeweler’s Division 
Marlboro, Massachusetts 

















FOR RETAILERS: A complete line of boxes and cases, 
findings and supplies. 


FOR MANUFACTURERS: A wide range of 
specially designed paper jewelry boxes and cases. 
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Marcasite, 


—_ BRACELETS 


ROAR 


MARCASITES 
apeoteatiye 


Display, sell and profit 
with ladies’ new watch 
attachments that are ex- 
clusive and originals! 
These exquisite watch at- 
tachments created by 
Kimler & Daniel, well- 
known manufacturing 
jeweler specializing in 
marcasite jewelry, have 
the appeal and luxurious 
styling of diamond brace- 
lets. An added selling fea- 
ture: they expand to fit 
the wrist! 


way. 
LIKE xe 


\ 


Each K&D marcasite ex- 
pansion watch bracelet is 
packaged in a beautiful 
gift-presentation box, svit- 
able for all gift occasions. 


WRITE TODAY for 


DESCRIPTIVE FOLDER and ORDER BLANK 


f K E E WINDOW DISPLAYER... 


MAT ADS and CATALOG 


KK vwnvlor ¢ Daniel 


83 CANAL STREET 
mow seen 2, N. Y. 


INC. 





SHOWMANSHIP IN BUSINESS CONCLUDED 
(from page 168) 


when we told him six, he chalked it down on the 
floor.” 

The next morning Schwab walked through the 
mill again. The night shift had rubbed out the 
“6” and replaced it with a big “7.” 

When the day shift reported for work the next 
morning, they saw a big “7” chalked on the floor. 
So the night shift thought they were better than 
the day shift, did they? Well, they would show 
the night shift a thing or two. 

They pitched in with enthusiasm and when they 
quit that night, they left behind them an enor- 
mous, swaggering “10.” Things were stepping 
up. Soon this mill, that had been lagging way 
behind in production, was turning out more work 
than any other mill in the plant. 

Yes, clerks are human, too. And when you put 
them ‘on stage” they’ll respond. A Georgia 
jeweler made them part of a collection campaign, 
dividing accounts among five employees, taking 
what he considered some of the worst for himself. 
Ratings for the prizes were on the basis of total 
money collected and also on the percentage of all 
accounts collected. First prize went to the em- 
ployee who made the best combination record: 
(total money and percentage), the other two 
prizes went to employees who excelled in either 
percentage of total accounts collected or amount 
of money taken in. 

Within 15 days, the contest brought in a little 
better than $5,000 of the $6,400 outstanding and 
elicited promises covering all but $400 of the 
remainder. 

It works in training, too. Mermod Jaccard- 
King in St. Louis, used quiz type training sessions 
—-dramatized like quiz programs. 

So put your audience on the stage. I can best 
sum it up with that old story about the tramp 
who was walking down a country road. Farmer 
Jones came along and gave him a lift. Soon they 
passed Farmer Brown who solicitously inquired: 

“Hi, Si! What yu’ got?” 

“Oh, jes’ a load o’ manure and a tramp.” 

No comment from the tramp. Soon they passed 
Farmer Johnson. Same question. 

“Hi, Si, what yu’ got?” 

“Oh, jes’ a load o’ manure and a tramp.” 

Still no comment from the tramp. A while 
further on Farmer Roberts came by. Same ques- 
tion, same answer. 

Whereupon the tramp climbed up the front 
of the wagon, tapped the farmer on the shoulder 
and with righteous indignation said, “Please, 
mister, mention me first!” 
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speciaily designed paper jewelry boxes and cases. 




































@ The versatile Beau-Mor multi-bow 
maker—makes more than 12 varieties 
of beautiful bows. Only $19.50 


@ The Satintone Bow Machine... makes 
perfect Pompoms every time. Only 
$29.50 with purchase of 48 bolts of 
4” and/or %4” and/or 114” Satintone. 
Second bolt attachment for making 
multi-colored bows, $3.50 






e@ Lustrous rayon Satintone, the gift tie 
that is the same on both sides. . . sticks 
to itself when moistened . . . strips into 
desired widths and curls 








@ Curling cotton Ribbonette® 






@ Beautifully styled counter roll paper 
designs 






eGift tying instructions for your 
personnel, 












TRADE MARK 


MULTI-BOW MAKER 


designed exclusively for rayon 
















Satintone” and curling cotton 


Ribbonette’ $4 gG*°° 






mer ce é F . oe ~ , . 
O tie ( <“hihoan, ~. * ; | ~ The Satintone Bow Machine 


second bolt attach- 50 
ment. . . $3.50 $29 
CHICAGO PRINTED STRING CO. 

Beau-Mor Multi-Bow 2300 Logan Bivd., Chicago 47, Ill. 

Maker. Gentlemen: At no extra cost or obligation to me, please send me 
additional information. (Indicate choice at left.) 





* 





Patent applied for 












FROM AMERICA'S 
LEADERS 
IN GIFT 
MERCHANDISING 


Satintone Bow Machine. 





Name 





Samples and informa- 
tion for a store gift Store 
wrapping program. 








CHICAGO PRINTED STRING CO. 
2300 Logan Boulevard, Chicago 47, Ill. 
New York © 225 Fifth Ave. 


Address 








Have your representoa- 
tive visit us. City Zone___ State 
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MONARCH 
price-marking 





STORE NAME 
BC $1.50 


Sells more merchandise °* Insures 
correct full price * Inspires confidence 
in your merchandise * Adds profits 


Clear, sharp, easy-to-read mechanical price-mark- 
ing does away with leaks and losses caused by 
smudged pencil price-marking. When every item 
is legibly price-marked, customers and sales people 
have the correct information for more sales at full 
profit—a must if open displays are used. 

Monarch Junior is a sturdy, hand-operated price- 
marking machine that does speedy, accurate work. 
Price-marks tickets, tags and labels in many sizes 
and styles, including the pressure sensitive Senso 
Label which requires no moistening and really sticks 
to flat or curved surfaces. 


Monarch Junior, hand-operated 


For additional information without 
obligation, fill out the coupon and 
mail to us. Get illustrated folders 
and sample tickets, tags and labels. 


TEAR OUT AND MAIL 


Thee MONARCH working Sysiem Company 
216 South Torrence Street, Dayton 3, Ohio 


Please send us, without obligation, illustrated folders on Monarch 
Junior price-marking machine; also sample tickets, tags and labels. 


STORE NAME_ 
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FREE CHRISTMAS WRAPPING (from page 186) 


turn out neatly tailored bows of pink or blue or 
red or yellow ribbon. 

The machine could be used, moreover, not only 
to make a bow to order but to pile up an advance 
stock of them. In point of fact, by early Novem- 
ber Kay’s Better Jewelers had hundreds of such 
bows from 25 spools mounted on a rod behind 
the machine on the counter. 

Whenever a customer leaves the choice of 
wrapping up to the salesperson, it is an easy 
matter to select the right one to go with the paper 
and the box. More gratifying to Mr. Fishman, 
however, is to have the customer choose her own 
wrappings and then watch her purchase being 
wrapped. 

“Just see how this thing works,” he says, wind- 
ing some loops around the prongs of his machine 
and pumping the lever. 

“They like so much to watch it,” he reports, 
“they often make additional purchases. It’s a 
great ‘conversation piece.’ ” 




















SHE KNEW WHAT SHE WANTED 


© There comes a time in the life of a woman when 
she has to make the difficult choice between romance 
and security. 

Typical is the lady who recently made her way 
into a jewelry store in Madison, Wisc. Nearly 70 
years old, she was able to walk only with the aid of 
a cane; even then, she moved slowly and with a great 
deal of effort. 

Tugging at her purse, she removed the wedding 
band she had purchased in the store a few weeks 
earlier. 

“TF want a refund on this ring,” she declared. 

The clerk agreed to the refund and, knowing of 
her plans to be married the following week, asked 
the white-haired lady why she had returned the ring. 

“Well,” she explained, “after re-consideration I’ve 
decided that I’d rather keep my pension than get 
married!” 
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This Jeweler’s Line of Power Tools 
Blends Into the Decor of His Store 


SALESMEN 
WANTED 


for the fastest srowing 





watch line in America! 





CROTON NIVADA GRENCHEN 


SERED RDC bite, 








Like many other jewelers, Robert Goalstone, 
of Denver, Colo., has added new lines to his stock 
—but diversification has also brought him new 
problems. 

For example, he has wondered how best to dis- 
play merchandise that does not fit into the tradi- 
tional jewelry store classification, and that might 
clash with the store’s decor. 


Goalstone brought a line of power tools into his 
Coronet Jewelers, 17th and Stout Sts., Denver, 
realizing that they not only satisfied the growing 
demands of do-it-yourself home owners, but fitted 
easily into the store’s credit system. 


Goalstone, unwilling to display the tools in their 
cardboard shipping carton or to place them on 
his counters, decided to glamorize their display. 
One method was to show a complete power tool 
set, including the quarter-inch drill, right-angle 
saw, table saw, drill press stand and accessories, 
on a highly ornamental wrought iron tea cart. 
This delicate cart was set in the center of the 
store so that all traffic moved around it. 

“If a customer seemed surprised at finding 
power tools displayed in our jewelry store,” Goal- 
stone reports, “we simply pointed out that a gift 
is measured by appreciation and that this power 
tool kit would be much appreciated by any home- 
owner.” 

The decorative approach to displaying such 
unusual jewelry store merchandise also is carried 
out in Coronet’s windows. 

“As a result,” the owner points out, “none of 
these sideline items has damaged the appearance 
of the store in any way and our sales volume has 
been considerably advanced.” 


a 
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Famous for self-wind and 
waterproof watches, offers the 
best values today . . . Croton 
Nivada Grenchen watches make 
sales with less effort . . . offer 
finer quality at lower cost and 
larger profit ... truly the value 
buy today. 


Here is an opportunity 
for aggressive go-getters! In- 
terviews will be arranged by 
mail, send photo and resume of 
past experience, earnings for 
past 5 years. Drawing against 
commission. All replies held in 
strict confidence. 


CROTON 


WATCH CO., INC. 
404 Fourth Avenue 
New York 16, N. Y. 
MUrray Hill 9-4445 
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THE CHAIRMAN OF THE NJA-ANRJA Coordinating Committee, Philip E. Hoffman, has 
reported that the job of expediting the proposed merger of the two associations of 
retail jewelers is progressing in a satisfactory manner. 


STATEMENTS BY LEADING jewelry executives indicate that the entire industry is 
enjoying excellent sales so far in 1956. Leaders in the fields of costume jewelry, 
diamond rings, domestic watches and palladium jewelry have all expressed extreme 
Satisfaction with this year's activities to date, and a generally optimistic outlook 
for the immediate future. 


AN APPEAL FOR COOPERATION between domestic watch manufacturers and importers of 
Swiss timepieces was issued by Paul Tschudin, managing director of the Watchmakers 
of Switzerland Information Center in New York City. At the same time, a new attack 
has been made by the American Watch Manufacturers Association, representing domestic 
manufacturers, upon the Bolling Report, which was issued in July. The report stated 
that protection of the American watch industry at this time is "unwarranted." The 


AWMA has claimed that the report did not represent the opinion of a majority of the 
members of the congressional subcommittee which investigated the problem and Sub- 
sequently issued the report. 


BRITISH HOROLOGICAL EXPERTS, back from a trip through the Soviet Union, have 
expressed surprise over the size of the Russian watch-and-clock industry. One of the 
group said he expected Russia to supplant Switzerland as leader in the watch=-produc- 
ing field within a few years. 


RUSSIA'S NEW DIAMOND FIELDS in Siberia have been publicized by Pravda, official 
Soviet newspaper. The Russians say they expect to begin large-scale diamond produc-~- 
tion by 1958, and hope to be self-sufficient in this commodity within a few years 
thereafter. 


A PLAN IS BEING DISCUSSED among the RJA's of Massachusetts, Rhode Island, Ver- 
mont and New Hampshire, for the formation of a New England-wide jewelers associa- 
tion. The new group, which would hold regular conventions, would have as its purpose 
the strengthening of those state organizations already in operation. 


THE JEWELRY STORE Management and Merchandising Program, given jointly by the 
Bulova School of Watchmaking and the New York University School of Retailing, held 
graduation exercises for its 15th class on September 2l. 


THE JEWELRY DIVISION of the Federation of Jewish Philanthropies, at its re- 
cently-held annual outing in New York, pledged itself to do its utmost to aid the 
Federation in fulfilling this year's goal of raising $18,100,000. 
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Insist On The BEST! 


MARSHALLOY au .WATCH-CRAFT 
UNBREAKABLE MAINSPRINGS 


-Rustproof - Non-Magnetic 
‘Highest Motive Power 


A TWEEZER IS THE ONLY TOOL 
REQUIRED TO INSERT MARSHALLOY 
AND WATCH-CRAFT MAINSPRINGS 














No mainspring 
winders, special 
tools or gadgets 
needed. No ciling 
of spring re- 
quired. 


Just press spring 
directly from re- 
taining ring into 
barrel. 





( 


Largest stock of sizes in the U.S.A. to fit over 
3500 popular makes and models for Regular, 
Automatic and Chronograph. Bulova, Gruen, 
Longines, Benrus, Etc. 


MARSHALLOY WATCH-CRAFT 
Highly polished to a mirror finish. The The next best to Marshalloy ata price that 
very finest for the skilled craftsman. cannot be matched. 
$5.75 per dozen $4.80 per dozen 
ADD-A-UNIT SYSTEMS 
No. J27074. Marshalloy 2 Drawer No. J27082. Watch-Craft 2 Drawer Steel 
Steel Cabinet with 1 each of 72 most Cabinet with 1 each of 72 most used regular 
used regular sizes and 213 indexes. sizes and 213 indexes. 
$45.95 $40.70 


Marshalloy Starter System Kits from $11.75 
Watch-Craft Starter System Kits from $14.65 


C.& E. MARSHALL CO. 


BOX 7737. CHICAGO 80, ILL. 


Branches and Distributors In Principal Cities Throughout the U. S. A. 
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The JeWeRNaS 





Harry R. Gerber Elected 
President of the ANRJA 


Harry R. Gerber, of Bramley & Co., 
White Plains, N. Y., was elected 
president of the American National 
Retail Jewelers Association for the 
coming fiscal year. 

The election took place during the 
last general session of the ANRJA 


convention, August 30, at the Wal- 
dorf Astoria Hotel, New York. (See 
JC-K, Aug. ’56, pages 192a-192d.) 

Mr. Gerber, who attended Columbia 
University and the University of Chi- 
cago, lives with his family in White 
Plains. He is a certified gemologist, 
and vice president of the International 
Committee of the American Gem Soci- 
ety. He is a past president of the 
New York State RJA, and a lecturer 
for New York University’s Retail 
Jewelry Store Management and Mer- 
chandising Program. 





Jewelry Employment in July 
Sets Record in Rhode Island 


Providence, R. I.—According to 
the state Department of Labor, 
employment in the Rhode Island 
jewelry industry in July set a 
record for the month. 

The report states that 22,600 
were employed by the industry, an 
increase of 1100 over July of 1955. 

All indications point to another 
record at the season’s height, this 
month, the report concluded. 
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'56 Sales Good; Executives Optimistic About Future Activity 


According to recent statements by leading jewelry executives, all segments of 
the industry are enjoying excellent sales thus far in 1956, and expect the 
latter part of the year to be substantially better than the corresponding 


period last year. 


Gerald E. Rosenberger, president of Coro, Inc., reports that any concern 
having a good line of merchandise to offer should do extremely well this 


year. Coro’s shipments to date are 
running about 10 percent ahead of 
the 1955 level, and its backlog of 
orders is one-third greater. 

It is possible, Mr. Rosenberger said, 
that production of the better lines of 
jewelry (retailing from $5 and up) 
may not be great enough to meet 
orders. The consumer at present is 
buying more costume jewelry in the 
$3 and up categories than in former 
times. 


Rings, watches show increase 


The high level of business activity 
extends to lines other than costume 
jewelry. 

Retail sales of diamond rings dur- 
ing the first half of this year were 
excellent, according to Alexander E. 
Arnstein, senior partner in Arnstein 
Brothers & Co. 

Mr. Arnstein predicted that sales 
of diamonds rings in the $100 to $500 
price range, and those selling for 
$1000 and up, will reach a record 
volume during the second half of this 
year. 

When those factories which manu- 
facture mountings for diamond rings 
re-opened after their July vacations, 
reports Mr. Arnstein, they found an 
“unparalleled demand” from jewelers 
and chain stores for items for fall 
sales. 

Arthur B. Sinkler, president of the 
Hamilton Watch Co., noted that al- 
though the American watch industry 
has been operating in the red for 
several years, with increased losses 
felt each year, that trend has now 
been reversed. Some companies, he 
stated, are now showing profits. 


Use of palladium boosted 


A. Blumstein, president of the Lu- 
cien Piccard Watch Corporation, sta- 
ted that his company’s use of pal- 
ladium in pins, rings, watches and 
other items has largely contributed 
to a 50 per cent rise in orders since 
March, and a sales increase of 65 
per cent over the 1955 level during 
the ANRJA trade show in New York 
in late August. 





Retail Jewelry Store Survey 
By ANRJA Gives Breakdown 
Of Costs, Profits, Percentages 


New York City—The American Na- 
tiona) Retail Jewelers Association 
has prepared a survey of the 1955 
operating statistics of retail jewelry 
stores. The survey is based on re- 
plies of 233 representative stores to 
a questionnaire sent to ANRJA mem- 
bers. 

The report is issued each year and 
is designed to enable jewelers through- 
out the nation to compare their oper- 
ating costs, profits and category 
sales with the general average indi- 
cated. 

The summary of the entire survey 
is as follows: 


Number of stores reporting. . 233 
Average volume 
Average inventory 
Cost of goods sold 
Gross profit 
Expenses 
NET PROFIT BEFORE 
TAXES 
NET PROFIT AFTER 





JC-K Booklet Designed 
To Aid Christmas Help 


The editors of JEWELERS’ CIR- 
CULAR-KEYSTONE have pre- 
pared a new 32-page booklet en- 
titled “Fitting Into the Selling 
Picture,” especially for the indoc- 
trination of extra Christmas help. 

This booklet provides the basic 
selling facts on diamonds, watches, 
silver and all other staple jewelry 
store lines. It is being made avail- 
able at 50 cents a copy as another 
JC-K service to the trade. 

Write: THE JEWELERS’ CIR- 
CULAR-KEYSTONE, Chestnut & 
56th Sts., Phila. 39, Pa. (Handy 
Coupon for ordering on page 77.) 
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Swiss Ask Domestic Watch Manufacturers to Cease ‘Feuding:’ 
Office of Defense Mobilization to Hold Hearing on Essentiality 


New York City—A spokesman for 
the Swiss watch industry recently 
appealed to American watchmakers 
to end their “feuding” and cooperate 
with the Swiss to expand the Ameri- 
can market for watches. 

Paul Tschudin, managing director 
of the Watchmakers of Switzerland 
information center here, stated that 
the running battle between domestic 
watch manufacturers and the Swiss 
importers has “diverted all of us from 
our principal job—that of helping the 
American retail jewelers sell more 
watches.” 

Speaking of this country’s increas- 
ing prosperity and the potential 
growth of the watch market here, 


- Mr. Tschudin said, “Those who talk 


about static markets in the jewelry 
industry and who predict saturation, 
either have no knowledge of the 
history of growth in this industry, 
or lack faith in the economic future 
of America.” 

He went on to state that American 
consumers can be brought to purchase 
between 15 and 20 million jewel-lever 
watches annually within a decade, “if 
a concentrated effort is made by both 
the domestic manufacturers of 
watches and the Swiss importers.” 

If the domestic watch industry is 
experiencing difficulty, Mr. Tschudin 
said, the answer lies “not in restric- 
tions, but in sales activity which will 
expand the market for quality time- 
pieces.” He suggested a continuing, 
concentrated effort in advertising and 
promotion by domestic manufacturers 
and importers. 


Tiffany Shows its ‘New Look’ 
At Reception for Walter Hoving 


New York City—tTiffany & Co. put 
on its “best face” for the many guests 
who appeared at a housewarming, 
September 13, which marked the first 
anniversary of the election of Walter 
Hoving as chairman of the board of 
the jewelry concern. 

The reception also presented an 
opportunity for Tiffany to show its 
newly-decorated display areas. The 
first floor now boasts new departments 
for clocks, watches, handbags, gold 
earrings and men’s jewelry, as well 
as refurbished diamond and station- 
ary departments. 

The second floor, which houses the 
silver department, has been entirely 
redecorated, with color introduced 
into the decor, and a special room to 
house the display of “vermeil” silver- 
ware (see page 225 for the story of 
“vermeil’”’). 

The third floor, china and glass, 
also boasts a new look, and a depart- 
ment housing the creations of Jean 
Schlumberger, prominent jewelry de- 
signer, has been opened. 
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Washington, D. C.—Jeweled and 
pin-lever watches are scheduled to 
be third in a series of public hearings 
being held by the Office of Defense 
Mobilization to determine the “essen- 
tiality” of certain industries to 
national defence. 

The hearings began on September 
11, with arguments for and against 
the curtailment of hard fiber cordage 
and twine imports being heard. These 
were followed by similar hearings 
concerning the import of fluorspar. 
Hearings on the essentiality of the 


domestic watch industry will follow 
shortly. 

Despite the recent publication of 
a report by the Tariff Commission, 
which stated that circumstances did 
not warrant a change in the present 
import tariff on watches, O. D. M. 
is going ahead with its hearings, 
because the Tariff Commission is con- 
cerned with purely trade matters, 
while the O. D. M. is dealing with 
the question of whether domestic 
industries are being hurt from the 
defense standpoint. 

It is reported that the Defense and 
Commerce Departments are currently 
preparing their own reports on the 
essentiality of the domestic watch 
industry from the defense viewpoint. 














The refining of precious metals is 
a specialty ... . our specialty for 


modern and improved facilities add up to 
know-how. That is why it will pay you to 
join the ever increasing number of satisfied 
jewelers who continue to ship their old gold, 


unsaleable merchandise, sweeps, polishings and 
sink settlings to Goldsmith. 









Lambert Brothers of New York to Open Section in New Store 


New York City— Lambert Bros. 
Jewelry, Inc., 767 Lexington Avenue, 
has announced that it will open a 
jewelry department in the new Frank- 
lin Simon department store in Man- 
hasset, Long Island. The projected 
date for the opening of the new de- 
partment is October 10. 

Henry Lambert, in an interview 
with JC-K, stated that the depart- 
ment will consist of four counters. 
Due to this limited space, only karat 
gold jewelry, diamonds and watches 
will be carried. However, Lambert 
expressed the hope of expanding the 
department and adding other lines, 
if the venture proves as successful 
as anticipated. 

“IT hope this will be only the first 


of many such ventures,” he said. “It 
is my impression that, at the new 
outlet and here at our main store, we 
will continue to do more and more 
business on a basis of ‘dignified 
credit’.” 

The move was prompted, Henry 
Lambert went on to explain, by the 
fact that the company’s large clien- 
tele on Long Island is finding it in- 
creasingly difficult and inconvenient 
to come to New York City to do 
their shopping. The parking problem 
within the city is a notable obstacle. 

As to how this move will affect 
Lambert Bros.’ position in the indus- 
try, he said, “I believe the move will 
strengthen our prestige and show the 
industry we are on our toes.” 
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Oneida's British Subsidiary 
Moves to Eckington Factory: 
Will Expand Community Plate 


The Kenwood Silver Co., Sheffield, 
England, recently moved into a newly- 
built, specially designed factory build- 
ing in Eckington, Sheffield. Kenwood’s 
new quarters were laid out for the 
most efficient manufacture of silver- 
ware, by planning engineers of Oneida 
Ltd. Silversmiths, the company’s par- 
ent organization. 

The new factory (seen in accom- 
panying photo) will be particularly 
useful to Kenwood in increasing pro- 
duction of Community Plate silver- 
ware, demands for which have been 








too high in the British Commonwealth 
for the company to successfully meet. 

During this past summer, Leon 
Carpenter, Oneida technician, spent 
three months in Sheffield, introducing 
modern training methods and modern 
production techniques at the British 
plant. 

Edwin Hanson, who has been man- 
aging director of Kenwood since the 
end of the war, retired at the end of 
August. The new general manager is 
H. G. Martin, and L. B. Fulton is the 
new Director of Sales and Manufac- 
turing. 


Old Dayton, Ohio, Jewelry Firm 
Bought by Diamond Merchant 


Dayton, O.—Prinz and Estelle Co., 
40 W. Second Street, has been pur- 
chased by Jack M. Werst, Dayton 
diamond merchant, and his general 
manager, Verne Smith. 

The inventory of the Prinz and 
Estelle firm will be liquidated by 
December 31, according to Smith, 
since the lease of the store has been 
pledged to another company. The 
Prinz and Estelle name, and the re- 
mainder of the inventory, together 
with accounts and fixtures, will then 
be available for sale to an interested 
party who wishes to carry on the 
business at a new location. 

The firm was organized in 1928, 
and was an offspring of the Newsalt 
Jewelry Co., which was considered 
one of the finest stores in the Great 
Lakes area and which went out of 
business in 1924. 
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1955 Retail Sales Up 9 Per Cent 
Over 1954 Level, Says Report by 
Dept. of Commerce Bureau 


Washington, D. C.—Retail sales in 
the U. S. in 1955 amounted to $185.5 
billion, as compared with 1954’s 
$170.7 billion, according to estimates 
published by the Bureau of Census, 
Department of Commerce, in its an- 
nual retail trade survey. This repre- 
sents an increast of 9 per cent. 


Retail stores in the West led in 
sales gains with an estimated 11 per 
cent, while the North Central states 
and the South had increases of 9 
per cent each. For the Northeast, 
the estimated gain was 7 per cent. 

The North Central states led the 
major regions of the country with 
31.8 per cent of total U. S. retail 
store sales, the Northeast was next 
with 26.7 per cent, the South had 
25.3 per cent and the West registered 
16.2 per cent. 

The full report containing this 
data—“Annual Retail Trade Report, 
1955”—is available from the Super- 
intendent of Documents, Washington 
25, D. C., or at local offices of the 
Department of Commerce in most 
large cities. The price of the report 
is 10 cents. 


9-Foot Pearl Necklace Shown 
At ANRJA Trade Show in N. Y. 


New York City—Among the many 
fascinating items which caught the 
eye of buyers and spectators at the 
ANRJA trade show held here during 
late August, was a nine-foot necklace 
of cultured pearls, featured by the 
Gibraltar Trading Co., 48 W. 48th St. 


The necklace, shown in the photo, 


consists of 315 matched, cultured 
pearls. Gibraltar Trading reports that 
it took 11 months to properly select, 
grade and match the pearls. 
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Progress of Group Merger Reported by Committee Head 


New York City—Philip E. Hoff- 
man, chairman of the Coordinating 
Committee of the National Jewelers 
Association and the American Na- 
tional Retail Jewelers Association, 
has announced that work is progress- 
ing on the merger of the two asso- 
ciations. 

Meetings have been, and will con- 
tinue to be held for the discussion of 
problems incident to the proposed 
amalgamation, the report stated. 
These meetings are proceeding in a 
completely harmonious atmosphere 
and full agreement has been reached 


on all problems thus far dealt with. 

Hoffman stated that he, as counsel, 
was under instructions to proceed as 
quickly as possible with all legal 
steps and organizational work neces- 
sary to implement the merger. 

It is the unanimous purpose of the 
Coordinating Committee, the report 
concluded, to consummate the consoli- 
dation of the two associations at as 
early a date as is consistent with the 
importance and size of the task. 

The Coordinating Committee’s ad- 
dress is Fifty Broadway, New York 
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who find alli-STAR profits in 


jewelry using Linde’ Stars... 


Heavenly stars — LINDE* STARS 
— set for a double ring ceremony 
in bride and bridegroom's rings of 
14 K Yellow Gold and White Gold. 
These exquisite creations ‘‘Artcarved"’ 
by J. R. Wood & Sons, Inc. use 6 Linde* 
sapphires or rubies in each ring for 
beauty worth cherishing a lifetime! 


More and more of the nation’s 

foremost jewelry manufacturers 
are joining the LINDE®* 

STAR HONOR ROLL. Thev 
find that these exotic man- 
made gems inspire the loveliest 
jewelry designs ... and star 
in their profit-picture. too. 
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Charles Koppel Ring Co. 


NEW YORK CITY 

Alsan Mfg. Co. 

Beckerman & Lerner 
Belenky Bros., Inc. 

J. L. Brandt Co. 

Coronet Jiry. Mfg. Co., Inc. 


E. S. Feinstein & Co. 
J. and H. Flyer, Inc. 


Harry & Ben Frackman, Inc. 
Gevertz & Co., Inc. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co., Jewelers, Inc. 
Benjamin & Edward 

Gross Co., Inc. 
Harry Guise 
Kahn & Co. 
Morris Kaplan and Sons 


K. S. K. Jewelry Co., Inc. 
Mercury Ring Corp. 
Murray Perkel & Co., Inc. 
Samuel! Platzer Co., Inc. 
S. & M. Jewelry Co. 
David Sarkin, Inc. OHIO 
Davidson & Sons Jiry. Co., Inc. William Schneider 
Seltzer Bros. 
Untermeyer, Robbins & 
. Co., Inc. 
Fale ay J. R. Wood & Sons, Inc. YLVAN 
BUFFALO, N. Y. Byard F. Brogan _ 
The Bock-Lewis Co. 
M.A. Reich and Co. 
CHICAGO, ILL 
Ed. Cain & Co., Inc. 
Hirsch and Oppenheimer 
Stein & Ellbogen Co. 
INDIANAPOLIS, IND. 
Goodman and Company 


MINNEAPOLIS, MINN. 
Ostbye and Anderson 
ST. LOUIS, MO. 
Kinsley & Sons, Inc. 


Fratianne Mfa. Co. 
Swirsky Bros... Inc. 


PENNSYLVANIA 


Heim and Hahn Co. 

NEW JERSEY 

Acme Ring Mfg. Co., Inc 
Bond Diamond Co., Inc. 
Church & Company 

F. & F. Felger, Inc. 

Jabel Ring Mfa. Co.. Inc. 
Jones & Woodland Co.., Inc. 
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Obituaries 





Bertie G. Holland, 76, retired jeweler 
in the Buffalo, N. Y. area, died August 
24. Holland founded the jewelry busi- 
ness bearing his name in Williamsville, 
N. Y. in 1929, and operated it until 
his retirement in 1954. Prior to 1929, 
he had been a shop foreman for a jew- 
elry manufacturing concern, and had 
been a partner in the jewelry manu- 
facturing firm of Holland and Wahlen- 
meyer from 1907 to 1922. 

David Joseph Sundell, 64, San Fran- 
cisco diamond broker, died August 13 


at his home, following a brief illness. 
Sundell represented Finkelstein Bros., 
a New York and Antwerp diamond 
house. He is survived by his wife, Mrs. 
Dorothey Sundell, and a sister. 
William I. Cummins, 41, a buyer and 
salesman for Grafner Bros., jewelry 
wholesalers of Pittsburgh, Pa., died 
September 4. Cummins had been as- 
sociated with the Grafner concern for 
the past 19 years. He is survived by 
his wife, Mrs. Margaret Cummins; a 
step-daughter, and a brother. 
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Baby Shoe Heirlooms 


For Parents and Grandparents 






































Concord Silversmiths Heirloom Jewelry is head and shoulders 
above the “trade” in craftsmanship, sales and popular acceptance 
- and at a price just right for fast on-the-spot retail action 


everytime. Notice the three dimensional design . 


bow-knots . . 
delight . . 


. the intricate 


. and just heft the solid weight! Truly, each is a 
- and each is the item your customers have been looking 


for at prices they want to pay. And the big news is Concord, for 
the first time ever, has made all available to better stores everywhere! 
Baby Shoes, 3/4 inch length in Sterling Silver or 1/20 12K Gold- 
filled — $12.00 dozen. Bracelet, Rhodium-plated Sterling Silver or 
1/20 12K Gold-filled -— $18.00 dozen. Concord Horseshoe Key Chain, 
Rhodium-plated Sterling Silver or 1/20 12K Gold-filled — $7.20 
dozen. Rated accounts only please. Order now. Samples on memo- 
randum and literature available. Baby Shoe only, also available in 


14K Gold—$7.50 each. 
Write — call — wire: 





422 Washington Street 


Concord Silversmiths 


in tradition of New England Master Craftsmen 


Brighton 35, Mass. 


Harry Stone, 67, an associate of the 
Arthur E. Everts Co., jewelers of 
Dallas, Tex., died August 8. Stone had 
















been with the Everts concern for 46 
years. He was on a business trip to 
New York, accompanied by his wife, 
at the time of his death. He is sur- 
vived by his wife; two sons; a brother 
and two sisters. 

Robert J. Slagle, Sr., 73, chairman of 
the board of the Houston Watch Co., 
Houston, Tex., and a former president 
of the Texas RJA, died in a Dallas 
hospital August 12. At one time, 
Slagle served as a vice president of 
the American National Retail Jewel- 
ers Association, and as president of 
the Salesmanship Ciub in Houston. 
He is survived by his wife; two sons; 
a daughter; four grandchildren, and a 
brother. 

Herman T. Trivella, 81, Columbus. 
Ohio, jeweler, died at his home August 
18. He was the owner and operator of 
Trivella’s Jewelry Store, at 543 N. 
High St., Columbus, for 47 years. He 
is survived by his wife; two sons; a 
grandchild and a brother. 

Adolph F. Puls, 90, retired jeweler of 
the Milwaukee, Wis., area, died Au- 
gust 27 after a long illness. Puls came 
to Milwaukee in 1895 and opened jew- 
elry stores in partnership with the 
late Charles Kuesel. He later opened 
his own shop in Milwaukee’s Public 
Service Building, and subsequently 
another store. He is survived by his 
wife, and three daughters. 

Joseph Gross, 60, retail jeweler of 
Los Angeles, Calif., died August 20 at 
his home. He is survived by his wife; 
a son; two sisters and three brothers. 
Herman B. Harris, 49, Indiana, Pa., 
jeweler, died August 7 while attend- 
ing a baseball game in Pittsburgh. 
Harris operated the Rogers Jewelry 
store in Indiana. 

George Sternecker, 62, New York rep- 
resentative for the Van Dell Corp., of 
Providence, R. I., died August 10 at 
his home in Brooklyn, N. Y. Mr. Ster- 
necker was a member of the Board 
of Governors of the Jewelers’ Fra- 
ternal Association. He had been in ill 
health for some time before his death. 
Verne Bowers, jeweler of DeWitt, 
Arkansas, died August 25. Bowers 
had been in business in DeWitt for 
29 years. He is survived by a brother 
and three sisters. 
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Executive Appointments 





Robert E. Cooper, Jr., of Chicago, has 
been elected president of the E. In- 
graham Co., Bristol, Conn. Cooper 
becomes the first president in the 125- 
year history of the clock-and-watch 
company who is not a member of the 
Ingraham family. For the past 23 
years, he has been with Montgomery 
Ward & Co. in Chicago, and for the 
past 4 years has been Home Furnish- 
ings Merchandise Manager for the 
Chicago concern. 


ees 
GS 





Florence 


Cooper 


Leonard Florence has been named vice 
president and general manager of 
Raimond, Inc., Malden, Mass., manu- 
facturers of sterling silver photo- 
frames and gift items. He was for- 
merly a silver buyer for Daniel Seidler 
& Sons, Boston. 

Joseph A. Donahue has been elected 
a vice president of the General Time 
Corp., it was recently announced. 
Word of this came shortly after the 
announcement that Donahue had been 
appointed director of sales for Gen- 
eral Time. He came to General Time 
in 1954, as assistant general mana- 
ger for Westclox, following 18 years 
with the Sheaffer Pen Co. In 1955, 
he was made Westclox sales mana- 
ger. In his new capacity as director 
of sales, he succeeds Henry J. Wag- 
ner, who has retired after more than 
51 years of service with General 
Time. 





_— 
Donahue Fernando 
Russel A. Fernando has become ad- 
vertising manager for the Holzer 
Watch Co., sole U. S. distributors of 
Tissot watches. Fernando was former- 
ly advertising manager for John Hull 
Cutters, manufacturers of Russel 
Wright stainless flatware. He has 
also been affiliated with various ad- 
vertising agencies and studios in New 
York City. 
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Robert H. Deutsch is the new presi- 
dent of the Rudolph Deutsch Co., of 
Cleveland, O. His father, Samuel H. 
Deutsch, has been elected chairman 
of the concern. 

G. P. Karle, Jr., has been appointed 
advertising manager for the Sheaffer 
Pen Co. He first came to Sheaffer as 
a sales correspondent in 1949, was 
subsequently a salesman in the sub- 
urban Pittsburgh, Pa. territory, and 


—— a — a = ——— 


was appointed manager of the com- 
pany’s sales correspondence division 
in 1951. In 1953 he was made assistant 
to the advertising manager, and has 
held the position of assistant adver- 
tising manager since 1955. 

Harry Lynch has been named general 
sales manager of the Wadsworth- 
Hadley division of the Elgin National 
Watch Co. Lynch succeeds H. E. 
Rich, who was recently appointed 
general sales manager of the Elgin 
watch division. He began his career 
with the Hadley Co. in 1928, and 
was appointed eastern district man- 
ager for Wadsworth-Hadley when 
Elgin purchased the firm in 1951. 








photograph. 


NORTHEAST 


Maine 
New Hampshire 
Vermont 
Massachusetts 
Connecticut 
Pnode Island 


New York 








EXCELLENT OPPORTUNITY! 


SALESMEN 


to carry Nationally Advertised 
Diamond Rings as a side line 


Well known manufacturers of quality 
diamond rings, in business over 50 
years, require two men, one for North- 
east states and one for Southeast 
states. Applicants must now be calling 
on better jewelers with non-conflicting 
line. We have established accounts in 
each territory that have been order- 
ing without the benefit of salesmen. 
The men we require would augment 
our present sales force which covers 
balance of United States. While ex- 
perience would be an asset, a young, 
energetic and aggressive salesman is 
acceptable. All replies will be held in 
strictest confidence. Applications 
must be accompanied with a recent 


The above territories can be tailored to fit a 
perticular situation. 


Address G 2355 c/o JC-K 


SOUTHEAST 


South Carolina 
Georgia 
Florida 
Alabama 
Mississippi 


Louisiana 
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JACK J. FELSENFELD, Inc. 


9. Maiden Lone, New York 38, N. Y. 




















DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 
36 W. 47 St., N.Y. 36, N.Y. 
PLaza 7-2546 
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Leather 
Accessories 


THE JEWELRY 4 a come NOVELTY CO. 
North ® Massachusetts 
Bw a Wholesalers 

















ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 








108 FULTON ST., NEW YORK 38. N. Y. 











Manufecturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 











18-20 Ww. Sist St., New York 1, N. , A 
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NEW ah YORK 


The RJA of Greater New York held 
a cocktail party in conjunction with 
the New York State RJA at the Hotel 
Rosoff, in New York City, October 3. 
The guest speaker was Alvin Levine, 
of Foote, Cone and Belding, repre- 
senting the Watchmakers of Switzer- 
land. 


Tiffany & Co. held a housewarming 
September 13 to mark the first anni- 
versary of Walter Hoving’s election 
as chairman of the board of the jew- 
elry company. The Hoving Corpora- 
tion manages both Tiffany’s and Bon- 
wit Teller. 


The Golden Circle club held a meet- 
ing September 17 at its new head- 
quarters, in the rooms of the Nether- 
land Club, 10 Rockefeller Plaza. The 
highlight of the evening was the 
presentation of a plaque to Charlie 
Lesser, commemorating his 50th anni- 
versary in the jewelry industry. The 
presentation was made by Herman 
Ostrin, Golden Circle president. The 
group’s next meeting will be held 
October 15, when the guest speaker 
will be Philip Carroll, industrial engi- 
neer. His topic will be, “The Man- 
agement of Small Business,” with 
emphasis on such problems as costs 
and personnel. 


The New Jersey RJA held its regular 
monthly meeting at the Essex House, 
Newark, September 11. William Wag- 
ner executive secretary of the RJA, 
was the guest speaker. The N. J. 
RJA’s next meeting will be October 
9 at the Essex House. 


The New York Guild of the American 
Gem Society will meet October 9 at 
the Hotel Seymour. The meeting. to 
begin at 7:30 in the evening, will fea- 
ture a speech by Max Falk, of Falk 
and Kahn, advertising consultants. 
Mr. Falk’s subject will be, “How the 
Jeweler Competes in Today’s Luxury 
Market in Europe and the U. S.” 


The New Jersey Watchmakers Asso- 
ciation will hold its annual dinner- 
dance October 21 at the Irvington 
House. Irvington, N. J. The Horo- 
logical Institute of America will be 
holding its mid-term director’s meet- 
ing October 20 and 21 in Newark. 


N. W. Ayer, has announced that the 
annual “Diamonds, U. S. A.” awards 
will be made October 17. For com- 
nlete coverage of this event. see the 
November issue of JEWELERS CIR- 
CULAR-KEYSTONE. 


Lambert Bros. has announced that 
it will open a jewelry department in 
the new Franklin Simon store in Man- 
hasset, Long Island. The projected 


date for the opening is October 10. 
(For full story, see page 208.) 


Robert Crowningshield, of the east- 
ern headquarters of the Gemological 
Institute of America, has been invited 
to address the New York Mariner’s 
Club, October 17. The club consists 
of underwriters of marine insurance 
in the New York area. Crowning- 
shield will speak on the general sub- 
ject of the characteristics of gem- 
stones, with emphasis on those of 
particular interest to the insurance 
underwriter. Bert Krashes, also of 
the GIA’s eastern branch, addressed 
a meeting of the Keystone Guild of 
the AGS in Harrisburg, Pa., Sep- 
tember 23, at the group’s annual 
“Jubilee of Gems,” and remained 
there to teach a one-week residence 
course in gemology. 


The Diamond Council of America, 250 
Fifth Avenue, has announced that the 
second edition of “Diamonds and Dia- 
montology” is now available. Pub- 
lished to further consumer interest 
and information, the brochure covers 
the history and romance of diamonds, 
and treats technical matters in an 
easy-to-understand style. 


The Edward Morris Co., 389 Fifth 
Avenue, has moved its executive of- 
fices from that address to new quar- 
ters at 22 West 48th Street. 


Mrs. Arthur Ravich, of Goldblatt & 
Co., Rahway, N. J., was among the 
winners of the Treasure Chest Con- 
test conducted by David Sarkin, Inc., 
at the ANRJA Convention last Au- 


gust. 


Joseph Schreier, manager of Isaacs 
Jewelers, Ridgewood, Queens, was 
given a surprise party recently at 
a Valley Stream inn, honoring him 
for over 30 years of service with the 
Isaacs firm. The dinner-dance was 
tendered by Gilbert and Gerard 
Isaacs, who now carry on the busi- 
ness, and Mrs. Ally Isaacs, wife of 
the founder of the firm. Mr. Schreier 
was presented with numerous gifts 
in honor of the occasion. 


Gus Miller and Vic Empleton have 
announced the opening of Miller & 
Vic. Inc., dealers in precious and semi- 
precious stones, specializing in opals. 
The offices and factory of the new 
concern are at 38 West 48th Street. 


Keystone Silver, Inc., has moved its 
executive offices and showroom to 366 


(Please turn to page 216) 
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1957 Tax Cut Prospects Dim 


Washington, D. C.—The prospect 
of tax cuts effective during all, or 
even part of 1957 is dimming, accord- 
ing to JC-K’s Washington bureau. 

Despite extra tax revenue provided 
by our current booming economy, 
goverment expenditures are keeping 
pace with the increased revenues. 
The latest Budget Bureau and Treas- 
ury Department estimates for this 
fiscal year calculate the national sur- 
plus at roughly $700 million—not 
nearly enough to finance a significant 
personal or business tax reduction. 
It would take a $2 or $3 billion sur- 
plus to finance a tax cut program of 
any importance. 

Despite the gloomy budget picture, 
however, congressional politicians are 
bound to do a great deal of talking 
about tax cuts this year. Both parties 
have promised imminent cuts. In con- 
sequence, unless tax revenues really 
grow this year, the most likely out- 
come will be tax cuts effective in 1958 
on both personal and business in- 
comes. 


Stone Societies Have Show 
Of Rare Gems at Convention 


Baltimore, Md.—The Eastern Fed- 
eration of Mineralogical and Lapi- 
dary Societies held a premier show- 
ing of rare gems and minerals at its 
convention, at the Emerson Hotel, 
September 27, 28 and 29. 


Host to the organization’s meeting 
was the Gem Cutters Guild of Balti- 
more, with the assistance of the 
Baltimore Mineral] Society. 


The program included talks by au- 
thorities from the Smithsonian Insti- 
tution, Walters Art Gallery, Johns 
Hopkins University and the U. S. 
Geological Survey. The talks covered 
the entire range of minerological in- 
terests. 

A symposium on minerals and lapi- 
dary work was moderated by James 
H. Benn, geologist of the U. S. Na- 
tional Museum and president of the 
Eastern Federation. Members of the 
Ssymposium’s panel were: Dr. George 
Switzer, of the Smithsonian Institu- 
tion, and compiler of JEWELERS’ Cir- 
CULAR-KEYSTONE’S 1956 Diamond Re- 
view; Mrs. Betty Campbell, national 
prize winner for faceted stones: 
Charles W. Ostrander, of the Natural 
History Society of Maryland, and 
Frank E. Holden, lapidary of the 
U. S. National Museum. 


Other specimen stones on view 
were: a cluster of dioptase crystals 
from French Equatorial Africa; a 
golden sapphire weighing 4700 
carats; a blue sapphire crystal of 
5250 carats, from Bermuda, and a 
huge blue topaz from Brazil. 
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Large Soviet Watch Output 
Surprises British Experts 


London, England—A party of seven 
British horological experts who re- 
cently returned from a 10-day tour 
of Russia, have expressed surprise at 
the size of the Soviet Union’s clock- 
and-watch industry. 


M. L. Bateman, a joint managing 
director of Ingersoll in England, who 
was among the touring group, said 
it was his opinion that Russia would 
probably supplant Switzerland as the 
world’s greatest watch-producing 
country within a few years. 

“They are already making 22 mil- 
lion watches and clocks a year,” he 
said, “and expect to raise this figure 
to over 30 million by the end of their 
present five-year plan for the industry 
in 1960.” 


According to Mr. Bateman, the 
Russian equipment, engineers and 
operators are of a very high calibre, 
and their workmanship “leaves very 
little to be desired.” 

There is still an enormous demand 
for watches and clocks to be met 
within the Soviet Union, and Mr. 
Rateman thought that because of this 
the Russians would not expand their 
small export trade at present. 


1.S.S.R. Envisages Big Role 
For Siberian Diamond Finds 


The Soviet Union hopes to begin 
large-scale diamond production as 
early as 1958, and expects to be fully 
self-sufficient in this vital raw mate- 
rial within a few years thereafter. 

An article in Pravda, official Soviet 
newspaper, recently made these pre- 
dictions in speaking of the new dia- 
mond fields discovered in Eastern 
Siberia. The area of the recent dis- 
coveries covers many thousands of 
square miles, and includes both placer 
deposits and deep tube deposits. 


Thus far, clear diamonds of up to 
eleven carats have been found, and 
potential gem diamonds of four to 
six carats are “no longer a rarity.” 


Although announcement of the 
Soviet discoveries precipitated some 
alarm at first, it is thought by manv 
now that the Russian diamonds will 
pose no threat to the world market. 
(See JC-K, Aug. ’56, p. 195.) 

Great difficulties still appear to 
stand in the way of full exploitation 
of the Siberian fields. The deposits 
have been found in an area of eter- 
nally frozen earth, in a region where 
there are no native people or com- 
munities. There are no roads, and 
all personnel. supplies and equipment 
have to be flown into the area. This 
is why full production cannot be 
expected until 1958. 

















Today, this country’s economy pat- 
tern is undergoing daily changes. 
Costs of production are rising, and 
prices, at all levels are following 
closely on their heels. This pattern 
is a boon to many a business, It 
enables a businessman to trade up 
his line—and gain a newly found 
profit advantage. This is better 
known as price diversification, and is 
readily welcomed by all levels of in- 
dustry—interested in greater profits. 


The consumer, obviously, pays 
more for his purchases, yet receives 
a new plus—higher quality, finer 
workmanship, and superb styling. 


In the jewelry field, this price di- 
versification is as important as style 
diversification mentioned in a previ- 
ous column. 


At CIRCLE, we are restyling and 
repricing a great part of our line 
to enable you to trade up. We 
are still, however, very active in 
maintaining our volume, low-priced 
jewelry lines. Yet, we know that 
creating a more diversified better 
jewelry operation, enables you, the 
wholesaler, to capture a lion’s share 
of a market that is relatively un- 
tapped. A market that offers less 
severe competition and a greater 
profit picture. 


Diversification is the keynote at 
CIRCLE. Want volume, low-priced, 
styled-right costume jewelry? We 
have it. Want better costume jewel- 
ry that means bigger and better 
profits? Well, we have that, too. 


See Circle and see the difference 
in costume jewelry that sells and 
sells and sells. 


Ben Gartner 


Sold Through Wholesalers Only 


CIRCLE 


JEWELRY PRODUCTS 


The House of Rhodium 
148 W. 24th St., N. Y. 
AL 5-3608 


Sales Office: 303 Fifth Ave. 
By Appointment 
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NEW 


Ripley and Gowen Co., Inc., manu- 
facturers of LaMode jewelry for men 
and women, with offices in Attle- 
boro, Mass., have announced the 
appointment of a mid-west sales 
representative. The firm receiving 
the account is Hendriks & Gordon, 
whose offices and showrooms are at 
36 S. State St., Chicago. 


B. A. Ballou & Co., Inc., Providence 
Jewelry manufacturer, has purchased 
a 12-acre tract of land in E. Provi- 
dence, on which it intends to erect 
a modern plant. Frederick Baliou, 
the company’s secretary, while con- 
firming the company’s intention to 
build there, stated that there are no 
immediate plans for the starting of 
construction. 


The Manufacturing Jewelers Sales 
Association, Providence, has _ estab- 
lished a credit clearance bureau to 
safeguard its members against poor 
credit risks. Financial data on the 
industry’s customers, plus credit ex- 
periences of members, will be made 
available for this purpose. The 
association has also announced that 
it has completed plans for its annual 
dinner-dance, to be held November 
10. According to Everett Zola, chair- 
man of the committee in charge of 
the function, it should be the big- 
gest in the group’s history. At the 
same time, the association’ went on 
record as being opposed to the pro- 
posed Providence. city payroll tax. 


A number of electroplaters in the 
Providence area have expressed fears 
for the future of their operations 
due to a growing shortage of essen- 
tial nickel anodes. Firms are report- 
ing that they are turning down jew- 
elry work because they are unable to 
keep all their tanks in operation. 
The situation is affecting hundreds 
of jewelry factories who do not oper- 
ate plating and finishing plants of 
their own, as well as those producers 
who operate their own plating plants. 
An organization known as the “Com- 
mittee of 1000,” designed to be the 
voice of the electroplating industry, 
has hopes of being able to alleviate 
the situation. In the meantime, vac- 
uum plating shops, which do not 
require nickel anodes for their oper- 
tion, are being deluged with an un- 
precedented volume of orders. They 
say they cannot begin to meet them 
all, but it is the feeling in the in- 
dustry that the ‘current tight situa- 
tion will prompt an expansion of vac- 
uum plating shops in the near future. 


ENGLAND 


The newly-formed Horological Society 
of Massachusetts held its first fall 
meeting on September 18 in Waltham, 
Mass. Alvin Beamish, president of 
the group, issued a 7-page news- 
letter telling of activities to date, 
plans for the future, and giving an 
outline of the organization’s consti- 
tution and by-laws. 


Members of the Diamond Peacock 
Club are scheduled to hold their an- 
nual meeting and election of officers 
at the Parker House, Boston, October 
26. 


The New England Guild of the 
American Gem Society held its first 
fall meeting September 13 at the 
Boston Museum of Science. The guest 
speaker was Bob Crowningshield, di- 
rector of the Gemological Institute’s 
eastern headquarters. 


The Thirty Club, a group comprising 
many jewelers of the Greater Boston 
area, held its first fall meeting Sep- 
tember 4. Officers elected at the 
meeting are: Al Burk, president; 
Oscar Goldberg, treasurer, and Philip 
Freize, secretary. 


Michaud, jeweler of Springvale, 
Maine, is moving to a new and 
larger store in Sanforc, Maine. 


Emilo A. Pelletier, of Auburn, Maine, 
has taken over the store next door 
and is enlarging his jewelry store. 
He expects to hold a formal opening 
in October. 


Le Bel Jewelers, operated by Girard 
and Ernest Le Bel, moved recently 
to a new location on Cabot Street, 
in Beverly, Mass., and held their 
formal opening September 15. 


Drapeau & Co., Waterville, Maine, 
has closed out its jewelry depart- 
ment. Orel Gagnon, formerly man- 
ager of the firm’s jewelry depart- 
ment, opened a store of his own in 
Skowhegan, September 15. 


Ralph Raphael, jeweler of Worcester, 
Mass., moved recently to a new and 
larger store on Main Street, in Web- 
ster, Mass. 


Stanley Jewelry Store, Turners Falls, 
Mass., has moved into the shop for- 
merly occupied by Skinner & Flagg. 
The latter have retired. 

(Please turn to page 226) 
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Jewelry Division of the Federation of Jewish Philanthropies 
Holds Annual Outing, Plans to Aid Federation’s Fund Drive 








Purchase, N. Y.—The sixth annual 
outing of the Jewelry Division of the 
Federation of Jewish Philanthropies 


was held at the Old Oaks Country 
Club, August 21, under the chairman- 
ship of Col. Harry D. Henshel, of the 
Bulova Watch Co. 

During the outing, which was at- 
tended by more than 55 Federation 
friends and workers in the jewelry 
industry, officers were nominated to 
conduct the forthcoming fund drive. 

Lawrence Marx, Jr., 1956 campaign 
chairman of the overall Federation 
drive, delivered a “keynote” address 
during the conclave, in keeping with 
the convention-like atmosphere which 
prevailed. 

Marx spoke of last year’s campaign, 
which fell short of the stated goal of 
$18,100,000. “‘Federation’s objective in 
the coming campaign is... the same 
as it was last year, for the job before 
us is the same,” he said. “Only $1,600, 
000 (the amount by which last year’s 
campaign fell short) in increased 
giving stands between our promise 
to help those who wait, and fulfillment 
of that promise.” 

The slate of candidates, which re- 
ceived the unanimous acclaim of those 
in attendance, consists of: Norman M. 
Morris, Jewelry Industry chairman; 
Stephen W. Hofman and Sidney Fid- 
delman, Jewelry Industry co-chair- 
men; Ben Ende, chairman of the 
Watch division; Irving Fabrikant, 
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chairman of the Diamond division; 
Joseph Baumgold, co-chairman of the 
Diamond division; Henry Peterson, 
chairman of the Manufacturers divi- 
sion, and Isadore Gratz, co-chairman 
of the Manufacturers division. 


Seen in the above photographs, 
taken at the outing, are: 

Top cut, standing (left to right): 
Joseph Magid, L. Luria & Son; Ben 
Natchez, Bulova Watch Co.; Max S. 
Greenwald, Norman M. Morris, Inc.; 
Leonard B. Sadow, Longines-Witt- 
nauer Watch Co., Inc., and Steve 
Lucas, Kestenman Bros. Mfg. Co. 
Seated are: Arthur M. Buxbaum, 
B. F. Hirsch, Inc.; C. William 
Bleicher, Walter and Paul Karlan, 
Karlan & Bleicher, Inc.; Phil Beck, 
Arrow Mfg. Co., and Jack Zarnes, 
the Mautner Co. 

Center Cut, standing (left to 
right): Joseph Baumgold, Baumgold 
Bros.; Ben Ende, Jonell Watch Case 
Co.; Sidney Fiddelman, J. Fiddelman 
& Son; Harold A. Laine, Zale Jew- 
elry Co.; Alexander E. Arnstein, 
Arnstein Bros. & Co.; and Bernard 
Robinson, Finlay Departments, Inc. 
Seated: Stephen W. Hofman, Dia- 
mond Distributors; Lazarus Joseph, 
Milton Weill, Arrow Mfg. Co.; Law- 
rence Marx, Jr., Col. Harry D. Hens- 
hel, Bulova Watch Co.; and Norman 

(Please turn to page 227) 
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YOUR LIGHTER 
SALES TO 
“ RECORD PROFITS! 
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NOW! 






BEATTIE 





~=— The ONLY 
LIGHTER with 
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SIDEWAYS— 








Cash in on BEATTIE NATIONAL 
ADVERTISING... bigger... more 
effective than ever. Here are your 
exclusive Beattie selling features: 


@ The ONLY Lighter with 
patented jet flame! 


@ A necessity to all pipe 


smokers. 


@ Essential accessory for 
Sportsmen. 


@ Greater gift-appeal than 
any non-jet lighter, 


Now priced to retail from 


*495 to *4g9% 
he tnienbet 





Get set for record CHRISTMAS 
SALES! Feature the new, popular- 
priced model now available for 
the first time .. . to retail profit- 
ably at only $4.95 (incl. tax). In 
highly-polished enamel: maroon; 
black; royal blue. 


ORDER NOW FOR IMMEDIATE DELIVERY! 


DISPLAYS, AD MATS, TV FILMS on request. 
Local cooperative advertising available. Write 
TODAY for price list and full details. 


BEATTIE JET PRODUCTS, INC. 


19 East 48th St., N. Y. 19, N. Y. * Dept. J 
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Precious and 


Semi-precious 


STONES 


Star Sapphires Cat's eyes 
Emeralds Rubies 
Sapphires Aquamarines 
Peridot Amethyst 
Jade Turquoise 
Unusual Gems 


Memo selections sent promptly 


Allan Caplan 


2 West 46th St. 
New York 36, N. Y. 
PLaza 7-1560 





Full-Round ... Hand Painted with 
Red Cap, Black Coat - Trousers 


Draw attention to $9.95 


your Masonic Group- 
ing . . . Double Your 
Volume For Only... 


ORDER Francis Romaine Displays 


1370'. West Estes 
Chicago 26, Ill. 


NOW! 
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bdes PHILADELPHIA 


The Sam Agrans Co., wholesale and 
retail jewelers has completed an ex- 
tensive rebuilding and remodeling 
program in its store at 108 S. 8th 
Street. 


Mitchell G. Sklar’s S & S Diamond 
Co. is offering a new service to the 
wholesale trade. Mr. Sklar, a diamond 
setter with over 25 years’ experience, 
recently began specializing in tapered 
bagettes with platinum and gold 
mountings. The S & S concern is 
located in the Sylvania Diamond Ex- 
change at 128 S. 8th Street. 


Time Jewelers, at 8 N. 12th Street, 
is celebrating its 25th anniversary 
this year. Harold Lazow, owner of 
the store, is conducting an anniver- 
sary sale this fall to mark the occa- 
sion. 


Frank and Dan De Carlo recently 
purchased Christy’s Jewelry store 
at 802% Sansom Street, and have 
changed the firm’s name to De Carlo 
Bros. Frank De Carlo has been asso- 
ciated with Christy’s for over 6 years. 


Samuel Katz, jeweler, recently moved 
to a new location at 110 S. 8th Street. 
The store was formerly located at 
801% Walnut. 


Last month, Bailey Banks and Biddle 
Co., 16th Street and Chestnut, dis- 
played the Rose Tree Horse Show 
trophies and ribbons in one of its 16th 
Street windows. The horse show is a 
blue ribbon classic which is presented 
annually for the benefit of the Phila- 
delphia College of Osteopathy. 


Myer B. Barr, president of Barr’s 
Jewelers & Silversmiths, was recently 


of necklaces, 


elected chairman of the retail com- 
mittee of the Chamber of Commerce 
of Greater Philadelphia. 


Irving Sherman, jeweler at 126 S. 
8th Street, has announced that he 
is now carry “decorator’s” pillows, 
men’s shirts and ties in his store. 


During the celebration of the 250th 
anniversary of Chestnut Street last 
month, four old and respected jewelry 
firms were honored for their years 
of service. They are: Bailey Banks 
& Biddle Co.; established in 1832; 
J. E. Caldwell & Co., 1839; Barr’s 
Jewelers & Silversmiths, 1853, and 
S. Kind & Sons, 1872. 


Louis Block, 82, who has been asso- 
ciated with the Kind concern for 69 
years, was also honored by the 
Chestnut St. Association, as being 
one of the five oldest employees on 
Chestnut Street, both in age and 
length of service. 


House of Milner, wholesaler and dia- 
mond merchant at 728 Sansom Street, 
recently purchased a large special 
inventory from Hiller-Sperry, Inc., 
Pawtucket, R. I. The inventory con- 
sisted of approximately 480,000 pieces 
earrings, bracelets, 
brooches, et al. All were discontinued 
lines, that had been manufactured 
for direct selling to department stores. 
None of the Heller-Sperry “Deltah” 
line which is still being manufactured, 
was included in the sale. 


Opalite, Inc., formerly of 501 North 
19th Street, has announced that it 
has opened new quarters at 1311 Lom- 
bard Street. 





New York News 


(Continued from page 212) 


Fifth Avenue, suite 714. The com- 
pany’s factory remains at the old ad- 
dress, 509 West 34th Street. 


Henry L. Lambert, vice president of 
Lambert Bros., Inc., at Lexington Ave. 
and 60th Street, has been named to 
serve as Manhattan chairman for the 
1957 Boy Scout Finance Campaign. 
Mr. Lambert is also vice president of 
the Manhattan Scout Council’s execu- 
tive board and a member of the board 
of the Greater New York Scout Coun- 
cils. 


Guglielmo Ciui, creator of sterling 
silver jewelry and charms in Boston, 
Mass., has enlarged his showrooms 


here at 366 Fifth Avenue. Ciui’s entire 
line is displayed in his New York 
showplace. 


Raimond, Inc., manufacturers of 
sterling photo frames, with head- 
quarters in Malden, Mass., have an- 
nounced the opening of a new show- 
room at 366 Fifth Avenue. Jack 
Tippets is the representative for 
metropolitan N. Y. 


Savel Jewelers opened a new store 
September 21. The location is 993 
Hempstead Turnpike, Franklin 


Square, Long Island. 


The M. Ducommun Co., 580 Fifth 
Avenue, recently moved to larger 
quarters in the same building. The 
concern is now located in Room 1812. 
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Report on Protection of 
Domestic Watch Industry 
Attacked by Manufacturers 


Washington, D. C.—A _ congres- 
sional subcommittee’s conclusion that 
protection of the American jeweled 
watch industry is “unwarranted” has 
come under fire here as the Office of 
Defense Mobilization prepares to open 
hearings on the subject. 


The American Watch Manufac- 
turers Association claims that the 
conclusion of the Bolling report issued 
last July does not reflect the opinions 
of a majority of its members. The 
Association is composed of three of 
the four domestic manufacturers. 


In reviewing the circumstances sur- 
rounding the report’s release, Paul 
F. Mickey, AWMA vice president, 
noted that only four of the subcom- 
mittee’s five members attended the 
hearing in early June, and that two 
of them (Sen. Ralph E. Flanders, 
R.-Vt. and Cong. Henry O. Talle, R.- 
Iowa) placed separate written views 
in the report, which disagreed with 
the formal findings as to the essen- 
tiality of the domestic watch industry. 


In his critique, Mickey quotes the 
comments of Cong. Thomas Curtis 
(R.-Mo.), who attended a meeting of 
the joint Senate-House economic com- 
mittee which was called to consider 
the Bolling report. Curtis explained, 
in his comments which were published 
in the Congressional Record, that 
there was “basic disagreement in the 
minds of some of the members of 


the full (joint) committee on the 
‘conclusions and recommendations’ 
contained in the subcommittee re- 


a 


Curtis goes on to say, “Through 
a misunderstanding, the report was 
printed without some of the additional 
views. . . .Regrettably, the press has 
reported the subcommittee report as 
being the report of the full com- 
mittee. This is not true.” . 


Manufacturing Jewelers Sales 
Association Re-elects Officers 


Providence, R. I.—The Manufac- 
turing Jewelers Sales Association, 
Inc., met in the Garden Room of the 
Sheraton-Biltmore Hotel here, on Sep- 
tember 4. Elections were held at the 
meeting, and an announcement was 
made that the association has set an 
all-time record for membership with 
nearly 400 jewelry manufacturers 
throughout the East represented. 

Joseph Lavan (seen in photo below), 
of the Superb Case Co., Providence, 
was elected to a third term as presi- 
dent of the group, and a unanimous 





vote of approval of his administration 
during the past two years was voiced. 


Also re-elected for another term 
were: Al Schuster, jewelry represent- 
ative, as treasurer; Harry R. Randall, 
Rim Jewelry Mfg. Co., as secretary, 
and Harry R. Auerbach, Ansul-Craft, 
Inc., as assistant treasurer. Auerbach 
was also elected to the office of vice 
president, replacing Louis E. Monte, 
of Uncas Mfg. Co., who has retired 
from office and gone to Florida. 

A moment of silent prayer was held 
during the meeting, in memory of 


Jack Glick. 





STATEMENT REQUIRED BY THE ACT 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND JULY 
2, 1946 (Title 39, United States Code, Section 
233) SHOWING THE OWNERSHIP, MAN- 
AGEMENT OF THE JEWELERS’ CIRCULAR- 
KEYSTONE, PUBLISHED MONTHLY AT 
PHILADELPHIA, PA., FOR OCTOBER, 
1956. 

1. The names and addresses of the publisher, 
editor, managing editor, and business man- 
agers are: Publisher, P. M. Fahrendorf, Chest- 
nut and 56th Sts., Philadelphia 49, Pa.; 
Editor, Lansford F. King, Chestnut and 56th 
Sts., Philadelphia 39, Pa.; Managing Editor, 
None; Business Manager, P. M. Fahrendorf, 
Chestnut and 56th Sts., Philadelphia 39, Pa. 

2. The owner is: Chilton Company, Inc., 
Chestnut and 56th Sts., Philadelphia 39, Pa. 

Holders of more than one per cent of the 
capital stock outstanding of Chilton Company: 
Mary M. Acton, 260 Sycamore Avenue, Merion 
Station, Pa.; Mrs. Beulah Fahrendorf, Chateaux 
Lafayette, Scarsdale, New York; Dorothy S. 
Johnson, 1115 Fifth Avenue, New “York, 
N. Y.; Estate of Mabel M. Musselman, 260 
Sycamore Avenue, Merion Station, Pa.; Bene- 
ficiaries: Mary M. Acton and David Acton; 
J. Howard Pew, 1608 Walnut Street, Phila- 
delphia, Pa.; J. N. Pew, Jr., 1608 Walnut 
Street, Philadelphia, Pa.; Mabel P. Myrin, 
1608 Walnut Street, Philadelphia, Pa.; Mary 
Ethel Pew, 1608 Walnut Street, Philadelphia, 
Pa.; Alberta C. Sly, Executrix U/W of 
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Frederick S. Sly, Deceased, 149-40 35th Ave- 
nue, Flushing, N. Y., Beneficiaries: Albert C. 
Sly, Alberta C. Sly and John E. Sly: Mary M. 
Acton and John Blair Moffett, Trustees U/W 
of Clarence A. Musselman, Deceased, 1608 
Walnut Street, Philadelphia, Pa., Beneficiaries: 
Mary M. Acton and David Acton; Charlotte 
M. Terhune, 160 E. 48th Street, New York, 
N. Y.; Alberta C. Sly, 149-49 35th Avenue, 
Flushing, N. Y. 

8. The known bondholders, mortgagees, and 
other security holders owning or holding one 
per cent or more of total amount of bonds, 
mortgages, or other securities, are: None. 


4. Paragraphs two and three include, in 
eases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting; also statements in the 
two paragraphs show the affiant’s full knowl- 
edge and belief as to the circumstances and 
conditions under which stockholders and se- 
curity holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that 
of a bona fide owner. 


P. M. Fahrendorf 
(Signature of business manager.) 
Sworn to and subscribed before me this 11th 
day of September, 1956. 
[SEAL] Philip J. Shire, Jr. 
(My commission expires January 7, 1959.) 
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EARRINGS, BRACELETS, 
NECKLACES, CROSSES 


STERLING SILVER, DIE - STRUCK, RHOD. FIN. 
HAND-SET 


Exclusive For Fine Retail Jewelers 


\we AL Up MAW 


204 WESTMINSTER ST we RHODE ISLAND 


ANTIQUES coo cous 











Also Reproductions \ 


Wanted to buy: Silverware—Gold and plated 
jewelry—old costume jewelry. Watches—move- 
ments — watch bands, any kind, any type, in 
any condition. Diamonds—any kind or size. 
Gems and semi-precious stones. Gold Scrap— 
Piatinum—filled and plated scrap. No consign- 
ment too large or too small. Our check sent 
immediately. Your consignment will held 
intact for 10 days, subject fo your approval of 
our check. References: Whitney National Bank, 
Morgan Branch, New Orleans, La.; National 
Jewelers Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE ST., NEW ORLEANS 12, LA. 
Established 1916 











USE 
Jewelers’ Circular- 
Keystone 
Classified Section 
For Best Results 
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Fine Craftsmanship 


Engraved Wedding Invitations 


prepared for those 


CUSTOMERS of the JEWELER 


who want the 
FINEST in QUALITY 


Here is additional money for you, plus .ae 
satisfaction of doing a complete job for your 
most particular customers. If you wish to take 
orders for Wedding Invitations, Thank-you 
Notes, etc.. send for our distinctive order- 
taking Sample Book today. 
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WILL ECKER & CO. 
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DYNAFLEX Sparkling Action—No extra cost 


MAKE MORE 


MONEY! 


Easy-selling NASH ... 


LIFETIME GUARANTEED 
Cigarette Lighters 





Serving America’s greatest names in the 
jewelry field through authorized distributors: 


Acme Jewelers’ Sup. Co., Detroit 
Advance, Washington, D. C. 

|. Alberts’ Sons, Boston 
Blankinship-Porter Co., Birmingham 
Cebron Co., New Orleans 

Colman Bros., Cleveland, 0. 

Fried & Field Co., San Francisco 
Friedman-Gessier, Los Angeles 
Stonley 0. Jacobs, Los Angeles 
Jewelers’ Sup. Co., Atlanta 

M. A. Lumbard Co., Des Moines 
Marv Minzel Company, Seattle 
Harry Nest 2 Co., Detroit 

The Nest Co., St. Lewis 

Burton M. Reid, Springfield, III. 
Southland Jewelers’ Sup. Co., New Orleans 
Samuel Weinhaus & Co., Pittsburgh 
Woodstack-Hoefer, Kansas City 
Young-Neal Co., Nashville 











You make more sales with these low-in- 
price, high-in-good-looks cigaret lighters— 
you gain lasting goodwill of customers. The 
phenomenal success of NASH Superior 
ne Automatic Lighters is a matter of 
record. 


Sold exclusively through wholesale distributors 











Get Your Christmas Tree Early 
A wise idea always, but particularly so in the 
case of these Christmas Tree Earrings. In ster- 
ling . . . in good taste . . . in the inimitable 
Leonore Doskow fashion. 


No. 4282 $12.00 dozen pairs 


We will be happy to send you a brochure of 
other Doskow designed sterling accessories. 


LEONORE DOSKOW, Inc. 


| will offer, as 








New York | | 


fitetime 
WEDDING RINGS 


Experts have created the world’s ~ 
newest gold wedding rings. You'll 


more about = 
Lifetime a 


hear more — much 
the profit producing 
Wedding Rings. 

THE LIFETIME CO. = 
119 Edison Pl., Newark 5, N. J. 2% 
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Our work costs no more 
than ordinary work * 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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Lester Inbinder, formerly with J. 
Arthur Rogers & Son, has joined 
Lossau & Kramer, wholesalers, lo- 
cated in the Hayworth Building. 
Inbinder will specialize in diamond 
and gold rings, and will cover his reg- 
ular territory of metropolitan and 
suburban Chicago. 


The formation of a new trading- 
stamp counseling concern, known as 
the Double M Stamp Co., was recently 
announced in Chicago by Roy Belnap, 
the company’s president. Double M 
its chief service, to 
help retailers plan, promote and 
launch their own stamp companies. 
In addition, it will offer premium 
promotional material, and complete 
administration of stamp companies 
who prefer not to handle their own 
management. 


The Jewelry Bowling League began 
its 52nd season of activities Septem- 
ber 7 at the [Illinois Athletic Club 
bowling alleys. Two new teams have 
joined the league, from Swartchild 
Co. and Lewin & Co. The league’s 
officers for the 1956-57 season are: 
Wilbert Cureton, Newall Mfg. Co., 
president; Rudy Frankard, of May 
& Halas, vice 'president, and Dave 
Newman, of the Joseph Hagn Co., 
secretary-treasurer. 


Fred Schaper, sales manager of the 
trophy department of F. H. Noble Co., 
spent most of September on a tour 
among the company’s customers in 
Texas and Oklahoma. 


News from the Jewelers Association 
of Greater Chicago: George I. Appel 
has been appointed to the position 
of the association’s executive-secre- 
_tary, replacing Ben Sacks, who re- 
cently resigned. Mr. Appel, who will 
'maintain offices for the association 
-at 22 W. Madison, had been active 











in the retail jewelry industry for 35 
| years prior to his retirement in 1953. 
| He is one of the association’s charter 


- | members; was its first secretary; has 
~ | served on the board of directors for 


_a number of years, and has been a 
| director of the National Jewelers 
| Association. 


The first fall meeting of the Jewelers 
_Association of Greater Chicago was 
held September 12 in the Congress 
Hotel. The following new officers 
_were installed: president Jerry Ber- 
_ger, of Macy’s Jewelers; 1st vice 
_president, Al Berke, Berke Jewelers; 
2nd vice president, Sheldon Phillips 
| Jewelers; treasurer, Al Millman, L. G. 
Rogers Jewelers, and secretary, Ho- 
ward Raymond, of Raymond’s Jew- 
elers. Arrangements are currently 


CHICAG 


being completed for the associa- 
tion’s annual dinner-dance to be held 
November 18 in the ballroom of the 
Palmer House. 


Van Schyndle, Inc., 36 S. State, has 
added a new representative to its 
staff to cover the Indiana territory. 
The new man is Bernhart 8S. Wind- 
miller. 


The Chicago Jewelers’ Association 
has scheduled its first meeting of the 
season for October 18. The meeting, 
which has been designated as “Past 
President’s Day,” will be held at the 
Illinois Athletic Club. The associa- 
tion’s officers for the current year 
are: Alvin A. Lauschke, president; 
Marshall Spies, vice president; Albert 
H. Greene treasurer and Francis V. 
Healy, secretary. The group’s Social 
Relations Committee has _ already 
begun work on plans for the CJA’s 
annual banquet, which will be held 
January 5, 1957, at the Conrad Hil- 
ton Hotel. 


Son & Prins Co. has enlarged its 
quarters and increased its staff in 
order to accommodate its expanding 
lines. 


Ed Johnson, Chicago area agent for 
Ernest Borel Watches invited all 
Borel dealers in his territory to a 
dinner and get-acquainted meeting 
which was held September 12 at the 
Oak Park Arms Hotel, Oak Park. 


Willie Pontecore, Chicago salesman 
for the watch material department of 
Emil Braude & Sons, died at his 
home on September 2. Pontecore had 
been with the firm for the past 18 
years. 


Emil Braude & Sons has added a new 
salesman, Charles Kinder, to its staff. 
Kinder was formerly with the retail 
jewelry firm of C. D. Peacock, Inc. 


Fred Whitney, a manufacturers’ rep- 
resentative for the past 50 years, with 
offices at 31 N. State, died August 26. 
He is survived by his wife, two sons 
and a daughter. 





New Owner Takes Over Shop 


Colby, Wis.—The Scidmore Jewelry 
store in this town recently under- 
went a change in ownership. 

Norbert Fike, formerly of Adams, 
Wis., became the shop’s new owner 
late in August. Mr. Fike who operated 
a similar store in Adams for 6 years, 
received his watchmaking training in 
Switzerland. 
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Formation of Area-Wide Group to Strengthen Jewelry Industry 
Discussed by Leaders of New England Associations in Boston 








Boston, Mass.—The officers and di- 
rectors of the retail jewelers associa- 
tions of Massachusetts, Rhode Island, 
Vermont and New Hampshire met at 
the University Club here, on Septem- 
ber 12, to discuss the possibility of 
forming a New England-wide associa- 
tion. 

The preposed new group would hold 
regular conventions and conferences, 
and would be designed to further 
strengthen those state organizations 
already in existence. 

The plans discussed at this meeting 
are scheduled to be taken up in more 
detail with the various state organ- 
izations involved. 


Shown at this important gathering 
are, (Seated, left to right): William 
Shreve, of Shreve, Crump & Low, Bos- 
ton; Martin Freeman, of Freeman- 
Hascall Co., Rutland, Vt., president 
of the Vermont RJA; James R. Kay, 
Lawrence, Mass., president of the 
Massachusetts-Rhode Island RJA, and 
Jack C. Sawyer, Laconia, N. H., pres- 
ident of the New Hampshire RJA. 
(Standing, left to right) Harold Part- 
ridge, Trefry & Partridge, Boston; 
Leo J. Simard, Holyoke, Mass.; F. 
Russell Gaudette, Leominster, Mass.; 
Norman Halpin, Fitchburg, Mass.; 
Arthur F. Cooley, Springfield, Mass., 
and Quentin McCaffrey. 





Post Office Considers Change 


Washington, D. C.—The Post Of- 
fice Department is considering giving 
a Christmas present to businessmen 
and others who mail packages—if 
they want it. 

Postmaster General Arthur E. Sum- 
merfield says the Department is con- 
templating removing a requirement 
that packages be marked “may be 
opened for postal inspection.” 

The change would affect sealed 
parcel-post and fourth class _ pack- 
ages, and third class parcels weigh- 
ing less than eight ounces. 

Mr. Summerfield is asking for com- 
ments on the proposed red-tape re- 
duction. If comment is favorable, the 
change will be put into effect before 
the Christmas mail rush, he says. 


Mido Expands N. Y. Showroom 


New York City—The Mido Watch 
Co. of America, Inc., 580 Fifth Ave- 
nue recently completed an expansion 
program in its New York headquar- 
ters. The Company has issued an 
invitation to all interested parties 
to visit the enlarged showroom. 
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Kay Jewelry Offers Shares 


New York City—Kay Jewelry 
Stores, Inc., has made a public of- 
fering of 150,000 shares of common 
stock, priced at $21 per share. 

This marks the first effort at pub- 
lic financing by the firm, which oper- 
ates retail credit jewelry’ stores 
under the names of Kay, Findlay 
Straus, Kay-Franc, Ross, Leeds and 
Wittman. 

The financing operation is designed 
to provide funds for liquidation of 
bank loans floated in 1954. 

The concern’s net income in the 
fiscal year ending last June 30 was 
$1,577,779, as compared with the 
previous year’s $979,131. 


Zimmerman’s Has New Mer. 


Defiance, O.—Robert Noe was 
recently appointed manager of Zim- 
merman’s Jewelry, 422 Clinton St. 

Mr. Noe comes to his new post 
from Ligonier, Ind., where he was 
in business for himself for the past 
6 years. Prior to that he was asso- 
ciated with the Carl Rose Jewelers, 
Fort Wayne, Ind. 
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#813 Antique type Cultured Pearl “‘sun- 
burst’’ with fine large center pearl and 5 fine 
side pearls set in 6 prong settings. Mounting 
is 14 Kt. yellow gold. (shown actual size) 


from the extensive collection 
of Cultured Pearl Jewelry 
by TOGA 


TOGA-QUEEN OF GEMS * TOGA-QUEEN OF GEMS * TOGA-QUEEN OF GEMS 
SW39 40 NJINO-V9OL + SWI9 40 NIINO-V9OL » SW39 40 NIIND-V90 

















Ws) 
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contracts , etc. 
FREE samples 
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253 W. 26th ST. - N.Y. 1 
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make more sales! Ask for 


RUSH TO Edwin Paced 1. 
bay FREE TRIAL. Phone, write or 


Preve for yourself how our jeweiry 
| wire TODAY — 


Shew card window service can hel 
Mies 4.6422 PER SePERe Le 











STOP SILVER TARNISH!: 






7. SASF USE PRO-TEX-SIL in § 
Bw a — > \\ New SPRAY-ON CAN | 
=) £ 9 3 Sample Cans, $3 ppd. & 

| & SEND NO MONEY! & 
ee Test it! Display it! §& 
| : Sy, Sell it! . 
| 8 \ Welmaid Mfg. Corp. 
| Her 29, 41 Pineapple Ave., Sarasota, Fic. 
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CHUISTMAS DOPLAKL... THAT SELL / 









© Two - for - the - Price - of - One! 


¢ Two, shelved Xmas Tree Dis- 
players that will mean dozens 
of sales. 


¢ Sturdy construction of wood 
and masonite and velvet w/ 
graduated size shelves that will 
hold the Smallest to Largest 
16"—Depth 8". 


Jewelry Boxes. 
Both for only $9985 


° Height 20" — Width 
Gay, traditional Xmas Colors. 





© Two - for - the - Price - of - One! 


© Two Holly-Leaf shelved sap 5 
ers that can't miss doing a sell 
ing job. 


¢ Sturdy construction of wood, 
masonite and velvet. Gay and 
whimsical, in traditional Xmas 


Colors. 
¢ Height 22" — Width 
1" Depth 6.” $9Q95 
Both for only 
*See opposite page for additional 
“ROMAINE ORIGINALS 
—Christmas Displays That Sell.’ 























Production Limited—ORDER NOW! 


Francis Romaine, Displays 


13702 West Estes Avenue 
Chicago 26, Ill. 
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Woodside, Long Island — The fif- 
teenth class of the Jewelry Store 
Management and Merchandising Pro- 
gram, co-sponsored by the Joseph 
Bulova School of Watchmaking and 
New York University, held gradua- 
tion exercises Friday afternoon, Sep- 
tember 21. 


The exercises took place at the 
Bulova School, 40-24 62nd Street, 
Woodside, Long Island, New York, 
where the members of the class gath- 
ered for luncheon and to hear ad- 
dresses by distinguished speakers. 


Members of the class were 24 jewel- 
ers from 15 states (seen in photo 
above) and the program’s faculty in- 
cluded 9 New York University pro- 
fessors and 30 men who hold leading 
positions in the jewelry field. 


Among the speakers at the closing 
ceremonies were: Beardsley Ruml, 
renowned economist, and a director 
of the Bulova Watch Co.: Leo Weis- 
field, a jeweler who has helped con- 
duct the course for manv years, and 
Dr. Charles M. Edwards. Jr., Dean 
of the NYU School of Retailing. 


Bulova-NYU Jewelry Store Course Graduates 15th Class 


ee 
Tage 
» 


ry se eee 





The course itself, which lasted for 
two weeks, consisted of intense, com- 
prehensive instruction pertaining to 
the successful operation of the mod- 
ern jewelry store. The subjects 
studied included: advertising; sales 
promotion; management and operat- 
ing problems; buying and merchan- 
dising; credit relations, and selling 
and merchandising information. 

Among the more interesting teach- 
ing devices used for the program was 
a scale model jewelry store, complete 
with 100 individual miniature coun- 
ters, show cases and display units. 
Each of the parts is interchangeable. 
and they were constantly re-arranged 
for the study of customer traffic flow 
and efficient arrangement of merchan- 
dise. 

The semi-annual programs were 
instituted in 1949. Since then, more 
than 375 jewelers from 45 states, 
Washington, D. C., and six provinces 
of Canada have attended. 

The dates for the 16th meeting of 


the program have been set as January 
14th through January 26, 1957. 





W. Pennsylvania RJA Holds 
Jewelry Fair in Pittsburgh 


Pittsburgh, Pa.—The fifth annual 
Jewelry Fair of the Retail Jewelers 
Association of Western Pennsylvania 
was held at the Penn Sheraton Hotel 
here, August 12 through 15. 

Eighty exhibitors from Ohio, West- 
ern Pennsylvania, West Virginia, Ken- 
tucky, Maryland and New York dis- 
played their goods on the fifth and 
seventeenth floors of the hotel. 

Retailers from more than 800 firms 
visited the fair, which chalked up an 
increase in attendance of 25 per cent 
over last year. 


Oneida Ltd. Fetes Students 
From 29 Foreign Countries 


Oneida, N. Y.—Oneida Ltd. Silver- 
smiths recently played host to a group 
of forty-eight graduate students from 
twenty-nine nations, 

The students came to this country 
at the invitation of the State Depart- 
ment, and are engaging in a year of 
study in this country, supplemented 
by periods of living in American 
homes and tours of industrial centers. 

This is the sixth consecutive year 
in which Oneida has assisted in this 
program of orienting people of other 
countries in the American way of do- 
ing things. 
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N. Dakota Jewelers Association 
Holds 6th Annual Convention 


Minot, N. Dakota—The North Da- 
kota Watchmakers and Jewelers Asso- 
ciation recently held its sixth annual 
convention. It was held in this city 
for the first time. 

Kenneth R. Helmers, of Lisbon, 
N. D., who has been president of the 
organization since its inception in 
1950, was re-elected. Other officers 
named were: Willard Emmerick, vice 
president, and A. M. Foss, secretary- 
treasurer. 

Among the most important mat- 
ters discussed at the convention was 
a proposed watchmakers licensing 
law for N. Dakota. The law, which 
the association expects to present to 
the state legislature within a year 
or two, would require all watchmakers 
who have been in business in the 
state for less than three years to 
pass a state board examination. 


Mr. Helmers said he felt such a 
regulation would establish higher 
standards for the _ state’s watch- 


makers. 


& 


Reynolds 


New York City—Henry Peterson, 
president of the Feature Ring Co., 
Inc., made an appearance on Quentin 
Revynold’s TV show, “Operation Suc- 
cess,” early this month. 

Mr. Reynold’s program is devoted 
to presenting the stories of individuals 
who have, by dint of their own efforts, 
become eminently successful in their 
chosen fields. The presentation of Mr. 
Peterson’s story constituted a tribute 
to his success in building Feature 
Ring from a smail, struggling concern, 
into one of the nation’s largest or- 
ganizations of its kind. 

In an interview with JC-K, Mr. 
Peterson said: “The jewelry industry 
can be proud that such an outstanding 
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Henry Peterson Makes TV Appearance With Quentin Reynolds 


Detroit Firm Sponsors TV Films 


Detroit, Mich.—Shifrin-Willens Jew- 
elers, of this city, have contracted to 
sponsor a series of television showings 
of outstanding motion pictures. 

The series, known as “Filmland’s 


Finest,” appears on Saturday and 
Sunday evenings, over station WWJ- 
TV. The first showing was held 
September 8. 


Dakota Store Changes Location 


Madison, S. Dakota—Walker Jew- 
elry has moved from 122 W. Center 
St. to 102 N. Eagan Avenue. 

A. D. “Red” Walker, the firm’s 
owner, has reported that he plans to 
have a diamond room, an enlarged 
repair department and a large display 
of silver. 

Since Walker Jewelry shares the 
building at the new address with 
Kelley’s China Shop, the two outlets 
intend to cooperate in displaying 
china and silver. 








Peterson 


program has chosen one of its mem- 
bers to appear ... It is indicative of 
what one can do in a free country, 
and shows what people in the jewelry 
industry, not just myself but many 
others as well, have done.” 

The program itself included not 
only an interview with Mr. Peterson, 
but a film showing the operation of 
his company, including the many com- 
plex processes which go into the man- 
ufacture of a modern diamond ring. 

This show, featuring Mr. Peterson, 
has been scheduled for subsequent 
TV showings in 60 areas throughout 
the nation, since the initial showing 
in New York was not on a network 
basis. 
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CHAKITMAS DISPUAKE... THAT SELL / 








© Get that Extra-Lay-Away ONLY 
Business that is ‘Like 
Money in the Bank.” $7455 
© Here is a Gay, Punchy 
Display in Traditional Reds, Greens 
and Whites, that will STOP-TRAFFIC! 
Height 22"-—Width 16"—6" Deep, 
with Flashing Xmas Lites all around 
wreath. Sturdy construction of wood, 
wire and velvet. 





ONLY 


trimmed Santa w/North 
Pole Shelf-displayer will $] Q35 


© This Full-Round Velvet 


pay for itself a dozen 


times over. 
Height 19"—Width 14"—Depth 8". 
Gray and whimsical. Traditional Xmas 


Colors. 
Sturdy and Durable. 





*See opposite page for additional 
“ROMAINE ORIGINALS 
—Christmas Displays That Sell." 

















Production Limited—Order NOW! 


Francis Romaine, Displays 


13702 West Estes Avenue 
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THE 


D. JACOBS SONS CO. 


325 E. Central Pkway. 
Cincinnati 2, Ohio 


“Serving you since a 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY & APPLIANCE LINES 


Members 


AMERICAN GEM SOCIETY 
julius D. Jacobs, jr. Cert. Gemologist 




















Write for the 1957 RED BOOK 


The Jewelers Catalogue 


Diamonds—Jewelry—Silverware 
Clocks—Appliances—Shavers 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street 
Cincinnati 2, Ohio 


Where Service is a Tradition 











——$—__ — 


HEADQUARTERS | 


Ge for Nationally 
Known Lines 


Now in our own building with Greater 


Facilities for Better Service 


op pte WATERMAN EVANS 
SEMCA SCHICK 


TELECHRON DORMEYER 

REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 


Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 


325 West Madison Street, Chicago 6, Iilinols 


WESTINGHOUSE | 








GOTHIC 


Blue Lodge Rings 
aa Many new styles 

also available in: 
Scottish Rite 
Shrine 
Elks 
Knights of Columbus 
Knights Templar 
Also others 


All Patent & Copyrights Reserved 


Kinsley & Sons Inc. 


Jewelry Manufacturers 


407 N. 8th St. Louis 1, Mo. 














THE 


The North Central Florida Watch- 
makers Guild held its latest meeting 
October 2 at the Daytona Plaza 
Hotel, Daytona Beach, Fla. A _ tech- 
nical speaker addressed the members. 


The Orlando Guild of the Florida 
State Watchmakers Association is 
scheduled to be reactivated. Inter- 
ested parties in the area are invited 
to contact Mr. Cobb. 


Nick Maggio, formerly of Dalton’s 
in Baton Rouge, La., is now asso- 
ciated with Miller’s Friendly Jewelers, 
316 Third Street, of that city, as a 
salesman. 


The Kay Jewelry Co. store at 408 
South Gay Street Knoxville, Tenn., 
early last month distributed “safety” 
T-shirts to the city’s boys and girls. 
Cooperating in a safety campaign 
being carried on by all Kay stores, 
the Knoxville outlet gave the shirts 
to all the boys and girls who came 
into the store to sign a safety pledge- 
card. 


George Toler, formerly manager of 
LeGrand Jewelry Co., Chattanooga, 
Tenn., has become the manager of 
the jewelry department in Miller 
Bros. of that city. Toler is a grad- 
uate member of the American Gem 
Society. 


Gordon’s Quality Jewelers chain has 
announced that it will open a new 
store in Chattanooga, Tenn., at 738 
Market Street, this month. The store 
will be the 36th in the Gordon chain. 


Herman Rubin, owner of Maynard- 
Page, an old, established jewelry 
store of Miami, Florida sailed in 
August for a two-month tour of the 
Orient. He is visiting Thailand, Cey- 
lon, India, Malaya, Japan and China, 
where he is purchasing jewels and 
objects of art. 


Carter’s Credit Jewelers, Dade City, 
Florida, has been sold to Rene Nobel, 
formerly of New York City. The jew- 
elry firm was previously owned by 
Mrs. Fred E. Popper and S. Lawrence 
Popper. 


Gleeson Jewelry Co., Louisville, Ken- 
tucky, recently held a showing at 
their store at 604 West Main Street. 
Over 100 people attended, and the 
latest in merchandise for the fall 
season was shown. Luncheon and 
refreshments were served to all. 


A jewelry store opened in the Home 
Theater building, Zephyrhills, Florida, 
in early September. The store is 
owned by Robert D. Combs, who has 
been associated for the last three 
years with Edgar Hull, jeweler of 
Plant City, Fla. 


SOUTH 


William Pohlman has recently be- 
come manager of the silverware 
department of Bernard & Grunning, 
jewelers, at 146 Baronne Street, New 
Orleans, La. Pohlman comes to his 
new position from a fifty-year asso- 
ciation with the firm of Hausmann 
of New Orleans, where he has held 


the position of general manager for 
the past several years. According to 
Louis Bernard, of Bernard & Grun- 
ning, Pohlman is an expert on dia- 
monds and silverware. 


C. J. Anderson has reopened his es- 
tablishment at 119 West Saratoga 
Street, Baltimore, Md. Anderson, who 
is a certified gemologist (with a GIA 
diploma), specializes in diamonds, 
watches, hollowware, and the _ re- 
designing and remounting of out- 
moded jewelry. 


Correction 


In the “South News” column of 
JC-K’s September issue, Mr. Willis 
Harden was referred to as manager 
of Morton’s jewelry store in Rich- 
mond, Va. 

Mr. Hardin is, in reality, office-man- 
ger of Morton’s, while the position 
of manager of the store is filled by 
Mr. Charles Zamsky. 





Two Jewelers Among Winners 
Of Sheaffer Window Contest 


The Sheaffer Pen Co. recently an- 
nounced the winners of its Spring 
Window contest, in which Sheaffer 
dealers throughout the nation com- 
peted. 

Among the first-prize winners, each 
of whom was awarded $100, was Alte- 
mueller Jewelry, of Washington, Mo. 

The third-place winners, receiving 
$25 each, included Tilden-Thurber, of 


Providence, R. I. 
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Tole Tumblewe 


Bs 





eds’ Hold Annual Meeting and Party in Dallas 


IMPORTANT TUMBLEWEEDS: Past and present officers of Tola Tumbleweeds 


seen in the above photograph are: (front row, left to right) Lewis Sterling, 
second vice president; E. H. E. Anderson, secretary; Fred Swenson, president; 
Norman Teguns, first vice president; Raymond S. Teguns, treasurer: (back 


row, lI. 


to r.) David J. Orman, retiring president, and Ben Kuhn, Tola’s first 


president. 


Dallas, Tex.—The annual member- 
ship meeting of the “Tola Tumble- 
weeds,” Southwestern Jewelry Travel- 
ing Men’s Association, was held Sat- 
urday, September 1, in the French 
Room of the Hotel Adolphus. 

Elections were held during the 
meeting. The newly-chosen officers of 
the association are: Fred Swenson, 
president; Norman Teguns, first vice 
president; Lewis Sterling, second vice 


president; E. H. E. Anderson, secre- 
tary, and Raymond S. Teguns, trea- 
surer. 

The semi-annual Tola Tumbleweeds 
cocktail party and reception was held 
in the Terrace Room of the Baker 
Hotel on the following evening. In 


attendance were Tola host members, | 


and over 2000 buyers, who were also 
attending the Allied Gift and Jewelry 
Show and the Dallas Gift Show. 





Alabama’s Oldest Jeweler Visits 
SJTA Jewelry Show in Atlanta 


oe 





Henry J. 
Rosenstihl, 87, is reputedly the oldest 


OLD TIMER: Colonel 
practicing jeweler in the state of 
Alabama. He is shown above visiting 
the Speidel exhibit at the Jewelry 
Show of the Southern Jewelry Trav- 
elers Association, held recently in 
Atlanta, Ga. Col. Rosenstihl began 
his career in his father’s business, 
which was established in 1866, and 
which he still operates. 
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Jeweler Is Commended For 
Aircraft Design by Air Force 


Union, N. J.—Stephen Halo is a 
jeweler who specializes in airplanes. 
The operator of Stephen Halo & Son, 
Jewelers, at 2015 Morris Avenue, 
Union, New Jersey, recently received 
a letter of commendation from the 
U.S. Air Force for an aircraft design 
he submitted. 

This is the second time Halo has 
been recognized in this way. In 1938, 
he received a similar letter regarding 
a design for an airplane wing. Al- 
though he has no training in this field, 
he seems to find it “comes naturally”. 
He says that he has been interested 
in aircraft since his boyhood. 





Opens New Figurine Dept. 


Columbus, O.—Albert H. Kull and 
Son, jewelers at 205 S. High St., this 
city, have announced the opening of 
a new department. 

The firm now carries a line of 
“Royal Doulton” figurines, which are 
imported from England. Among the 
types of figurines in the line are 
those known as “Miss Demure,” 
“Top of the Hill,” and “Character 
and Toby Jugs.” 



























RACINE 


For Over 66 Years 


Wwl@iil: 


has been the 
Foremost Source for 


TIMERS 


THROUGH YOUR WHOLESALER 


Accuracy Counts! 


Write for the Latest RACINE 
CATALOG Just Off Press 

Featuring Fine Timers and 
Chronographs for Every Sports 


Industrial and Scientific Use ... 


" ae are cto 3 
* GUINAND and GALLET TIMERS | 


aavitama lL i te 


JULES RACINE & COMPANY, INC. 


Since 1890 
NEW YORK 36. N. Y 


Specialists in Fine Timers 


20 WEST 47th STREET 
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Selling Committees creates 
profitable ‘‘Group Business"! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases; 
Bands - Nontarnishing Sterling 
Silver & Bronze; We engrave, 
mount and ship at once. 


AN ILLUSTRATED 
GAVEL BROCHURE 
Helps make Sales 
FREE — OPEN 


2's 6 6% 
Items at 50% Disc. 


FREE — WALNUT 
DEG «.« éic0 
Items at 50% Disc. 


BECOME "GAVEL 
HEADQUARTERS" 

Increase your volume 
WRITE TODAY! 


1 QO 
4 . 





_Gibson-Laymon Jewelers, 
| thur, Texas, has announced that it 
| will operate from now on under the 
_ name of Laymon Jewelers. The change 
is merely for 
| nience, 
_changes in personnel, ownership or 
| policy of the store. 





_LIGNUM VITAE PRODUCTS CORP. | 


( NJ 





“Culfmaster nes 
and 


“Big Back” 


The Names that Mean 
Trouble-Free, ““No-Return” Sales 
in Cuff-Link Actions! 


Ask Your 
Manufacturers! 


Pat. Design 155,535. 
Pat. Construction 
2,472,958. (Infringers 
will be prosecuted) . 


NIASH REFINING CO. 
245 Seventh Avenue New York City 
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SOUTHWEST Lil 


Port Ar- 


the sake of conve- 


and does not entail any 


Mr. and Mrs. B. C. Clark, Oklahoma 


_ City, Okla., recently celebrated their 
| 62nd wedding anniversary. Mr. Clark 
| and his son, B. C. Clark, Jr., operate 
| Wh Gy, Cee 
| Jeweler.” 
| opened his first jewelry store in 1892, 


Oldest 
Clark 


Oklahoma’s 
The senior Mr. 
in the part of Oklahoma then known 
as Indian Territory. He moved to 
Oklahoma City in 1929, and in 1936 
opened quarters at 113 N. Harvey, 
where he still carries on business. 


Morris Jewelry Co., Allendale, Texas., 


was recently incorporated in Pasa- 
_ dena, Tex. The incorporators are Lee 
| Jahn, 


Joe Berman and Morris L. 


Berman. 
The Mission Jewelry Co., 1601 Elm, 
Dallas, Tex., recently merged with 


_ the Zale Jewelry Co., a nationwide 


retail organization. The merger will 
not occasion any policy or personnel 
changes, according to Nate Lipner, 
manager of the Mission store. 


| Some 7000 buyers attended the AIl- 
lied Gift and Jewelry Show, Dallas, 


Tex., early last month. The show’s 
annual party for buyers was held 
September 3, in the ballroom of the 


Adolphus Hotel, and a dinner-dance | 


was held Tuesday night, September 


4, in that hotel’s Century Room. 


_Chamberlain’s Jewelry and Gift Shop, 
a new store, has opened in the North 


Town Plaza Shopping Center, San 
Antonio, Tex. An outstanding fea- 
ture of the shopping center is a 
glassed-in air conditioned sidewalk 


| running in front of the shops—re- 
putedly the first of its kind in the 
| country. 


The Nacos Jewelry Co., Charles J 
Nacos, president, has leased space in 


' the new Weingarten Shopping Center, 
| Port Arthur, Tex. When opened, the 


store will be the company’s fourth 


| retail outlet. 


| The O’Connell Jewelry Co. formally 
| opened its new store at 514 E. Hous- 
' ton Street, San Antonio, Tex., Sep- 
_ tember 1. The opening followed sev- 


eral months of preparatory remodel- 


| ing and decoration. The concern was 
| formerly located at 114 E. Houston. 
| L. J. Scharlack 


is the owner and 
manager. 


A second Sheftall’s Distinctive Jew- 


elry store has been opened in the 
new Allendale Village Shopping Cen- 
ter, San Antonio, Texas. The main 
Sheftall store is at 2268 Guadalupe 
Street, in the same city. 


Stan’s Jewelry Store, Little Rock, 
Arkansas, opened at its new location, 
303 Main Street, September 4. Har- 
old Stanley is the owner of the busi- 
ness, and had been at his previous 
address, 207 Main, for about 9 years. 
He has been a Little Rock jeweler 
for about 20 years, and is immediate 
past president of the Arkansas RJA. 


Winford Anglin, secretary of the 
Oklahoma state horological associa- 
tion, has said that his group will seek 
a regulation controlling the licensing 
of watch repairmen “at the earliest 
possible time.” 


Douglas W. Coville, of Coville’s Jew- 
elers, Grand Prairie, Tex., was re- 
cently awarded a diploma in the 
Theory of Gemology from the Gemo- 
logical Institute of America. 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
10, N.Y. 


148 Sth Ave., New York 10, 
AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











DECORATIVE 
MARY RYAN accessories 

FURNITURE 

GIFT AND ART 
225 Fifth Avenue, New York 

NOYELTIES 


Merchandise Mart, Chicago 
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John Skubby (center), manager of International’s factory in Wallingford, Conn., 
examines the 13 millionth piece of “Prelude” flatware to be produced at this 


plant. International is celebrating the 20th anniversary of the introduction of the 
“Prelude” line with a special promotion and consumer offer. 





“Vermeil,” Gold-Toned Finish 
Re-discovered by Tiffany & Co. 


New York City—Tiffany & Co. re- 
cently discovered a modern method 
of producing gold-toned sterling, a 
luxury product which has not been 
produced since the days of Louis XV 
(17th century). 

The gold-hued silver, known as 
“vermeil,” when made centuries ago 
developed a pastel glow over a period 
of years. But the modern “vermeil” 
has the glow built in by the original 
process. 

Exclusive with Tiffany, the unusual 
sterling product is reputedly com- 
pletely non-tarnishable. 

Price-wise, sterling flatware treated 
with the “vermeil” finish costs approx- 
imately $15 addition per place set- 
ting, while the price for adding the 
finish to other items, such as candel- 
abra, bowls and other pieces, varies 
according to the size and intricacy 
of the piece. 


Hamilton Constructs New Plant 


Denver, Colo.—The Hamilton Watch 
Co. has announced plans for the con- 
struction of a new laboratory-office- 
manufacturing building at 5800 E. 
Jewell Avenue. The plant will be for 
the Hathaway Instrument Division 
of Hamilton. 

Present plans call for completion 
of the building by around January 
1. The plant will be on 10% acres 
of landscaped grounds. 

Hathaway, which was acquired by 
Hamilton in 1955 as part of a general 
diversification program, produces 
electronic measuring, recording and 
control instruments. 
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Jeweler Receives GIA Diploma 


Collegeville, Pa—Aaron W. Zim- 
merman, owner of the jewelry firm 
bearing his name, at 339 Main St., 
this town, was recently awarded a 
diploma in the Theory of Gemology 
by the Gemological Institute of Amer- 
ica. 

As a holder of this diploma, Zim- 
merman becomes recognized as a 
specialist in the gem field. He orig- 
inally received his training in watch- 
making, and, after opening his store 
in 1949, he realized the need for 
additional scientific knowledge in 
order to better serve his customers. 





Erman’s Opens in New Jersey 


Plainfield, N. J.—Erman’s, a new 
jewelry store and gift shop, opened 
recently at 178 E. Front St., under 
the ownership of Sam Erman, of 
Newark, N. J. 

Mr. Erman is a former partner of 
Leonard’s jewelry store. Leonard’s 
operated in this city for 25 years, 
and was sold about 5 years ago. 





Simmons Has Sales Conference 


Attleboro, Mass.—The R. F. Sim- 
mons Co., manufacturer of chains, 
held a three-day national sales con- 
ference at its factory here August 14, 
15 and 16. 

New styling, merchandising and 
marketing plans were presented to 
the assembled sales force. 

Meetings were held under the di- 
rection of Harold E. Sweet, president; 
Hayward H. Sweet, vice president; 
William K. Goldthwaite, assistant 
treasurer, and George C. Spellmeyer, 
General sales manager. 








FOR THE BEST BUYS 


IN 14K WHITE GOLD 


with CRYSLER or 
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NAME BRAND MOVEMENTS 


To fit Name Brand Movements 


and on Our Regular Line of CRYSLER 
Quality Watches including 360° Wind 
AUTOMATICS. 









Diamonds 
2 Baguettes 


$87.50 


ond vp 


Above illustrations are just 
TWO of many styles with 2 to 
200 various size diamonds 
from which to choose. 








THESE FABULOUS DIAMOND WATCHES 
WILL SELL FAST... . ORDER TODAY' 





LOOSE and MOUNTED DIAMONDS 


AVAILABLE TO RATED JEWELERS ON 3 DAY MEMO. 








State Price Range Desired. 
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COLMES & BRILL 
CAN SAVE 


YOUR BUSINESS 


Want to turn surplus stock into cash, poy 
off debts, settle an estate, or, pe 

sell your business for cash? WE CAN 
HELP. A fact substantiated by our 35 
year record of successful 


FLAT on AUCTION 
SALES 


or a combination of both 


WE GUARANTEE 
100¢ ON THE $-PLUS FOR YOUR STOCK 
Your reputation will be guarded. 


You will have a more popular store when 
sale is Over. 


Your business will be permanently increased. 


We will interview you at our expense with- 
out obligation to you. 


We specialize in buying stores for cash. 
WRITE — WIRE — PHONE 


COLMES & BRILL 


AUCTIONEERS 
45 W. 45th St., New York City 








i JUdson 6-2334 
J 





Jack yarriton 


JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 124) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St... New York 36 
Judson 6-0697 














Time Tested 
NYE OILS 


Best for Watches and Clocks 


Never Let 
You Down! 


New Bedford Moss 











Chatham Research Laboratories 
70—i4th St.. San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 








| Slavick’s, 


Los Angeles jewelry firm, 
recently opened a new store at 3736 
Main Street, Riverside, Calif. The 
location is that of the former Fish- 
er’s, a jewelry firm which serviced 
the Riverside area for 41 years. This 
is Slavick’s second store in the Los 
Angeles area. 


Mandell’s Credit Jewelers, Spokane, 
Washington, has moved from W611 
Riverside to a new store in the Kuhn 
Building, at W709 Riverside. The firm 
has been operating in the Spokane 
area for 21 years. Lee Solomon is 
the owner. 


Earl L. Smit, Los Angeles wholesaler, 
has moved from his 20-year old 
quarters in the metropolitan Build- 
ing, to larger, more accommodating 
quarters at 1049C La Cienega Blvd. 


Irving Kaufman, president of Allison- 
Kaufman, Los Angeles manufacturers 
of diamond rings, recently returned 
from a European tour during which 
he made an extended visit to his 
company’s offices in Antwerp. Kauf- 
man reports the diamond market “to 
be quite firm.” 


Jack Gleckler presided at a recent 
meeting of the Southeast RJA, Hunt- 


ington Park, Calif. in the absence of 
vacationing Johnny Wirs. State di- 
rector Norman D. Luth reported to 
the gathered members on the proposed 
NJA-ANRJA merger, and outlined 
activities of the September convention 
of the California RJA in Los Angeles. 


Jack Morris, of Morris Jewelers, Los 
Angeles, has announced that his son 
Bill is now associated with the firm. 


The two entrances of the new Howes 
store in the Beverly-Hilton Hotel, 
Los Angeles, are equipped with the 
first installation of the Shipley Dia- 
mond Display Lamps. These lamps, 
developed by Robert W. Shipley, 
founder of the American Gem Society 
and the Gemological Institute of 
America, succeed for the first time 
in producing a desirable  scintilla- 
tion in diamonds under predominantly 
fluorescent illumination. 


M. G. “Deac” Emerson, salesman for 
the Sheaffer Pen Co., was recently 
given a surprise party at the Mark 
Hopkins Hotel, San Francisco, in 
honor of his 30th anniversary with 
Sheaffer. He has been covering the 
San Francisco area for the entire 
period. 





New England News 
(Continued from page 214) 


John Addessi, Danbury, Conn., jeweler, 
has moved one of his stores from 
282 Main St. to 272 Main. 


Jos. R. Richard, jeweler, moved in 
late August to a new location at 122 
Lafayette St., Salem, Mass. 


Girard LePearl, watchmaker and jew- 
eler of Colebrook, N. H., has opened 
for business again after a two-year 
absence due to ill health. 


James L. Andrews, jeweler of Bing- 
ham, Maine, is back at work after an 
extended illness. He intends to retain 
his store on a part-time basis. 


Russell I. Ferguson, Ware, Mass. 
jeweler, is retiring and will reside 
in Florida. His business has been 
sold to Walter Johnson, Northampton, 
| Mass. 

| Mendelsohn & Terban, 412-416 Wash- 
‘ington Bldg., Boston, opened a new 
branch store late in September, on 
| the American Legion Highway. Mel- 
vin Jellson has been promoted to 
sales manager with the firm; Albert 
Piok to salesman, and Sally Springer 
has joined the bookkeeping staff. 





Henry J. Beaudoin, who has been 
with Sharfman’s Jewelers, Worcester, 
Mass. for the past 15 years, has 
opened a retail store of his own in 
his home town of Spencer, Mass. 


The W. F. Newhall Co., which was 
recently liquidated, has been pur- 
chased by Johnson-Gordon Jewelers, 
in Shoppers’ World, Framingham, 
Mass. 


Paul Hill, formerly a watchmaker 
with Anderson’s Jewelers, Lexington, 
Mass., has opened a store of his own 
in Sudbury, Mass. 


Lloyd B. Foulds, who has represented 
the Elgin National Watch Co. in 
Maine, New Hampshire and Vermont, 
has gone to Wichita, Kansas, where 
he will continue to represent Elgin. 


A new jewelry store, H. W. Williams, 
Inc., was opened October 1 in Fitch- 
burg, Mass. 


Richard Christie, formerly with Mal- 
den Jewelry Co., Malden, Mass., and 
also with Filene’s jewelry department 
in Boston, has opened a store of 
his own in Woburn, Mass. 


Rudy Aceti, Framingham, Mass. jew- 


eler, has moved to a new location 
nearer the center of that city. 
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Golden Circle Honors Lesser 


New York City—The Golden Cir- 
cle, an organization of jewelry sales- 
men and executives in the New York 
area, paid tribute to Charles Lesser, 
one of its members, at a meeting 
held September 17. 

The group presented Lesser with 
a plaque, on which was 


és 


. as a token of our esteem and 
and friendship on the celebration of 
your fifty years in the jewelry in- 
dustry.” 

The presentation to Lesser was 





made by Herman Ostrin (seen in 
accompanying photo, on left, giving 
plaque to Lesser), the organization’s 
president. 

The meeting was held at the Neth- 
erland Club, 10 Rockefeller Plaza, 
the Golden Circle’s new headquarters. 





Lucie’s Jewelry in Larger Store 


Olean, N. Y.—Lucie’s jewelry store 
moved in mid-August to larger quar- 
ters at 110 W. State Street. 

The firm, which is owned by the 
J. W. Lucie Jeweler Corp., was 
previously at 305 W. State, where it 
opened in 1952. 

The new location has been redeco- 
rated and air conditioned, with a 
small room set aside for bridal con- 
sultations. 


Federation Outing 
(Continued from page 215) 


M. Morris, of Norman M. Morris, 
Inc. 

Bottom cut (left to right): Jack 
Polak, Domaco Co.; Joseph Hester, 
Empire Trust Co.; Irving Steigrad, 
Anholt-Steigrad Co.; Ray V. Law- 
rence, Jewelers Circular-Keystone; 
Emanuel Abrams; Harry J. Brom- 
ley, National Jeweler; Mort Sarett, 
National Jeweler; Harold N. Leitman 
and William A. Swartman, Gemex 
Corp.: Peter M. Fahrendorf, Jewelers 
Circular-Keystone, and Raymond 
Abrahams. 
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COMING 
EVENTS 


S: 6: 3 Ge Aes 


6-8—Florida State Watchmakers 
Association, Annual Convention, San 
Juan Hotel, Orlando, Florida. 
7-9—Detroit Jewelry Show, Hotel 
Statler, Detroit, Michigan. 
18—Manufacturing Jewelers and 
Silversmiths of America, Annual Con- 
vention, Sheraton-Biltmore Hotel, 
Providence, Rhode Island. 
21—Arizona Retail Jewelers Asso- 
ciation, Annual Convention, Desert 
Hills Hotel, Phoenix, Arizona. 
27-Nov. 4—Fashion-O-Rama, New 
York Coliseum, New York City. 
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11-20—United Jewelry Show (for 
wholesalers only) Sheraton-Biltmore 
Hotel, Providence, Rhode Island. 

16-21—Southeast Market Week for 
Handbags and Jewelry, Empress 
Hotel, Miami Beach, Fiorida. 
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6-9-—-Miami Beach Gift, Jewelry, 
Stationery, Toys and Home Acces- 
sories Show, Roney Plaza Hotel, 
Miami Beach, Florida. 

8-15—Keystone China and Glass 
Show, Fort Pitt Hotel, Pittsburgh, 
Pennsylvania. 

8-15—Carlton House Show, Carlton 
House, Pittsburgh, Pennsylvania. 

9-16—Pittsburgh Glass and Pottery 
Exhibit, William Penn Hotel, Pitts- 
burgh, Pennsylvania. 

20-23—-Southeastern China, Glass 
and Gift Show, Municipal Auditorium 
and Biltmore Hotel, Atlanta, Georgia. 

20-25—California Gift Show, Alex- 
andria Hotel, Biltmore Hotel, Brack 
Shops and Merchandise Mart, Los 
Angeles, California. 

20-25—New York Lamp Show, 
Hotel New Yorker and New York 
Trade Show Building, New York 
City. 

20-25—New York Home Furnish- 
ing Accessories Show, New York 
Trade Show Building, New York City. 

27-80—Washington Gift Show, 
Hotel Willard, Washington, D. C. 

















INVESTMENTS 


For casting gold, 
silver, platinum 
and other non- 
ferrous metals. 








SURGICAL BLADES 

AND HANDLES 
Blades and han- 
dies for heavy 
and fine cut- 
ting of rubber 
molds. 








STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
able 2%” o.d. 
up and heights 
2%” up. Rub- 
ber sprue bases 
stocked in all 
sizes. 








WAXES , oA 
Waxes to meet | | eg 










all your pattern o « ; 
requirements. “ 
CRUCIBLES 
Gold, Silver and 
Platinum casting 
crucibles for all 
standard jewelry 


casting units. 
Crucibles also 
available for 
melting. 











We can offer you prompt deliv- 
ery On our complete line of cast- 
ing supplies including equipment 
materials and accessories. You'll 
save time, paperwork, and money 
when you utilize our complete 
One source of supply. For com- 
plete details — 


Write for CATALOG #52 
and new casting supply 
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In his first series of articles, JC-K’s Horological 
Consultant analyzed the Tissot rotor self-winding 
watch, discussing the method of winding, the sys- 
tem of operation of the individual parts, servicing, 
dismantling and assembling. In this new series, 
beginning this month, Mr. Fried takes up his 
analysis of an automatic watch with roller 
bearings. 


THE AUTOMATIC WATCH 


® In self-winding watches, the point of greatest 
wear is at the axle bearing of the oscillating 
weight. This heavy swinging weight exerts a 
great frictional force at the center of oscillation 
and wear does occur. 

To overcome this friction, some watches have 
hard, alloy bearings which delay the wear, while 
others are jeweled. However, while jewels serve 
efficiently with little friction and wear, they are 
still subject to breakage at this spot because of 
their heavy burden and the sudden shocks and 
jars to which oscillating weights are subjected. 

A resilient arm is supplied to some jeweled 
self-winding arbors and weights. This helps some- 
what. Most watchmakers are also familiar with 
the Eterna*s Matic with its oscillating weight 
swinging in ball bearings. This too has proven 
very efficient. 

Now, the Phenix, 11144 lignes, calibre 200 
(Rollamatic) features an oscillating weight with 
a roller bearing. A roller bearing is different from 
a ball bearing in that instead of little balls housed 
in a race or bushing, cylindrical pins are used. 
Thus, the Rollamatic has its oscillating weight 
axle turn on vertical pins set into a tube which 
surrounds the pins and axle. The advantage 
claimed aside from friction-free swinging is that 
the weight axle is better supported in the hori- 
zontal position with the use of roller(pin) 
bearings. 

Figure 1 shows the movement in actual size. 
The rim of the oscillating weight is a heavy metal 
secured to the oscillating weight plate by three 
screws equally spaced near its edge. 

Aside from its roller bearing feature, this 
model contains two additional and unusual fea- 
tures of interest in the operation of its self- 
winding mechanism. These will be explained in 
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by Henry B. Fried 
JC-K Horological Consultant 


WITH ROLLER BEARINGS 


the following paragraphs and illustrations. 

Figure 2 shows an exploded view of the oscil- 
lating weight components and axle. The rollers 
consist of the group of hard, polished, pointed and 
cylindrical pins E. These fit inside the tube of 
the three-pointed star-cam F. The pins are pre- 
vented from falling out by the pronged cup-piate 
H. The oscillating weight axle I fits up through 
the hole in the pronged cup-plate H and then 
through the center of the group of pins which 
rest in the tube of cam F. 

The oscillating weight C has a pipe-like center 
which is driven friction-tight over the pipe of 
cam F. To keep the roller-pins from falling out 
through the top of the oscillating weight side, 
the cover plate B is fastened down into the recess 
atop the oscillating weight by the three screws. 
The underside of the cover-plate B is cupped 
downward around its hole so that it conforms to 
the bevelled contour of the group of pointed roller 
pins. 

To keep the oscillating weight unit from falling 
off, the oscillating weight axle I is slotted. As 
this slot-neck of the axle emerges through the 
oscillating weight, the bolt-spring A is placed 
over it. It will be noticed that the bolt-spring A 
has its hole off-center. In order for the bolt spring 
to stay in place, it must be manipulated horizon- 
tally so that its hole moves sideways against the 
slot-neck of the axle post. 

Both ends of the bolt-spring A fit into the di- 
ametrically opposite holes D. The spring plate H 
upon which the pointed roller pins rest is retained 
in place by having each of its three prongs fit 
into a reversed countersunk hole G, situated in 
each point of the cam F. The axle I is riveted to 
the base plate J which in turn is fastened to the 
movement by the three screws into the holes K. 
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FIG. 2. Exploded view of the roller bearing unit con- 
tained in the Rollamatic oscillating weight. The roller 
bearings are cylindrical pins E which rest in the pipe 
of cam F. The oscillating weight axle I fits up through 
the cam and the roller pins. The pipe of this cam fits 
friction-tight into the pipe of the oscillating weight. 
The roller pins are kept in their place by the cover 
plate B and the spring plate H. This unit must not be 
dismantled. 


The assembly of the roller bearing unit may be 
better understood if we examine the side, sec- 
tional view in figure 3. This is arranged so that 
each part in figures 2 and 3 has the same letter 
and should make referals from the sectional view 
to the exploded view simpler. 

The top view shows the bolt-spring A with its 
two bent ends in their holes in the oscillating 
weight and with its off-center hole nudged under 
and inside the neck of the oscillating weight axle 
I. The cover-plate B is shown fastened down to 
the oscillating weight C by the screws. In the 
middle view, the oscillating weight C is shown 
driven friction-tight onto the outside of the tube 

f the cam F. 

Here, also, it can be seen that the cover-plate B 
acts as a cover-container for the vertical roller 
pins E. The pins E surround the axle I and are 
contained on the outside by the tube of the cam F. 
The axle I is shown with its base plate J fastened 
to the movement K. 
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FIG. 1. This is an 
actual-size illustration 
of the Phenix Rolla- 
matic Calibre 200, 
using a roller bearing. 































FIG. 3. This is a side and sectional view of 
the roller bearing unit, assembled to show 
its relationship to that in Fig. 2. This is 
arranged so that each part in Figs. 2 and 3 
has the same letter and should make re- 
ferrals from the sectional view to the ex- 
ploded view simpler. 


The bottom view shows this part of the roller 
and cam unit on the oscillating weight as seen 
from the bottom. Notice how the lower retaining 
plate H acts to contain the roller pins in place by 
having its hole cupped so that the points of these 
pins follow the cupped-up contour of this plate. 

The prongs of the plate H are nudged to fit into 
the reverse countersunk holes of the cam F, mak- 
ing this plate secure. Also shown through the 
bottom of the oscillating weight in the lowest 
view is the underside of the bolt-spring A with 
its extremities in the holes of the oscillating 
weight. 

When the oscillating weight is removed, it 
comes off as a unit containing the roller-pins, 
star-cam and upper and lower retaining plates. 
The makers emphatically advise against remov- 
ing either the upper or lower cover plates and 
specifically warn against removing the three 
screws securing the cover-plate atop the oscillat- 
ing weight. 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


Question: Please tell me, do you 
know of any books on the use 
of Jacot pivot lathes or bow 
lathes, etc.? Also, do you know 
of any books on making parts 
of a watch or a series of books 
that will give complete details? 
L. W. Patterson, Oklahoma City, 
Okla. 


Answer: This writer’s book, The 
Watch Repairers’ Manual, gives 
instruction in the use of bow 
lathes as well as Jacot lathes. 
Also, the later book of this 
writer, Bench Practices for 
Watch Repairers, gives instruc- 
tion in the marking of parts. 
Other good books describing the 
use of the bow lathe and the 
making of parts are, Watch Re- 
pairing, by De Carle; Clock Re- 
pairing, by De Carle; Watch 
and Clock Making and Repair- 
ing, by Gazeley. All the above 
books go into detail and are very 
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well illustrated. They may be 
purchased through the book de- 
partment of The Jewelers’ Cir- 
cular-Keystone. 


Question: Can you tell me the 
approximate age of an 18° Me- 
tropolitan Watch Co. watch 
#34385? Adam Labar, Allen- 
town, Pa. 


Answer: I have no records of a 
Metropolitan Watch Co., al- 
though I do recall a Metro 
Watch Co. It was a very cheap 
lever watch and was marketed 
around 1928. 

If you want a better estimate 
as to the age of your watch, I 
would suggest you either make 
an accurate sketch of the move- 
ment with all details and mark- 
ings on the plate and a sketch 
of the dial side (under the dial). 
I am almost sure that I can thus 
be able to estimate the age of 
your watch within a very few 
years. 


Question: Please advise what 
can be done to a wrist watch to 


prevent condensation under the 


crystal. We have a great deal 
of trouble with this, especially 
with waterproof watches, and 
would appreciate any help you 
can give us. Louis Bartley, A. 
Bartley & Sons, Norfolk, Va. 


Answer: When a watch shows 
condensation under the crystal, 
you can almost be certain that 
the watch is no longer water- 
proof. If you will place this 
watch in the waterproof testing 
machine, you will find that it is 
defective. 

Much research and experimen- 
tation have been done along 
this line. It was found that in 
all cases, the case was not water- 
tight and that moisture seeped 
into the watch and caused it to 
condense. You will probably dis- 
cover that if you place a thin 
film of water around the watch, 
vapor beads will appear quickly 
under the crystal. This vapor 
and liquid were literally sucked 
into the watch. 


I cannot too strongly recom- 
mend the use of a waterproof 
testing machine. Good jewelry 
stores and watch repair shops 
have very expensive watch tim- 
ers, staking sets, watch clean- 
ing machines, jeweling tools and 
a myriad of expensive gadgets, 
yet, one of the most important 
in modern watch repair practice, 
the waterproof testing tank, is 
absent. How can we service such 
a watch and deliver it to a cus- 
tomer without first testing the 
case and advising our client ac- 
cordingly ? 

Watches which were _ water- 
proof when new can no longer 
claim such a distinction if the 
gaskets are worn or aged, if the 
case screw threads are frayed 
or if the crystal has shrunk, be- 
come cracked or has minute fis- 
sures. 

If such a machine is available, 
we then can find out the point on 
the case that is at fault and cor- 
rect it, whether it be a faulty 
crown. gasket, crystal of screw- 
back gasket. When these have 
been replaced and the watch 
tested and found waterproof, 
you can be certain that it will 
not cloud up. 

Crystals can be made some- 
what waterproof by sealing with 
crystal cement. The case itself 
can similarly be temporarily 
sealed in the same manner with 
the use of this lacquer or with 
grease. For a more detailed ac- 
count of condensation, write to 
Richard Slaugh, head watch- 
maker, Hamilton Watch Co., 
Lancaster, Pa., for the booklet, 
Condensation in Waterproof 
Watches. 


Question: We feel that the rate 
of comebacks on watch repairs 
is higher than it should be. 
Would you please send us avail- 
able information on means and 
methods that would be helpful 
in reducing comebacks. We use 
the latest model WatchMaster 
to check repairs. 
Also, we would like to know if 
PLEASE TURN PAGE 


THE JEWELERS’ CIRCULAR-KEYSTONE 








MADE, SOLD AND SERVICED BY AMERICANS 


Get Out from Under 


\ asted time is money lost. Dissatisfied customers mean 
loss of business. If you are the low man on this totem pole, 


act now to stop these losses. 


That means, “turn to the WatchMaster.” Why WatchMaster? 
So you can get the greatest value for your investment — 
both from its many operating advantages at your bench and 
from its long life and economical maintenance. 


Ask any watchmaker who has used the WatchMaster. 


The NEW 
W atchMaster The NEW 


Gear shift provides straight-line Eli o 
on-time records tor odd-beat vlimag 
watches. Watchholder tests cased ) 
Phe Lay watch (or parts) on recessed 
watches or uncased movements in ; "kde an An | f 
pon” : pane!. Press button. Compiete 
any position. Microphone snaps RY f 4; Comte ; 
. é eye elimination of magnetic ettects in 
out tor testing clocks, also watches ay ae : 
/\0 second guaranteed. |5 times 
on customers wrists. Hairspring , , 1. 
- , P *€ ties PM, the strength of ordinary demaa- 
vibrator is a part of watchhoider. +: Sy Pus a 
$e netizers. Size, 6%/g''x5'/4""x3". Plug 
Earphones included. Other features. = ee i 
into any commercial light so 
To save time when ordering 


the coupon below. 


More WatchMasters have been sold and are being sold than 
all other watch-timing machines in the World . .. combined. 
There must be a reason. There 1S. It’s the BEST. 


AMERICAN TIME PRODUCTS, INC. 
580 Fifth Avenue New York 36, N. Y. 


American Time Products, Inc. 





FOR OCTOBER, 1956 


580 Fifth Avenue, 
New York 36, N. Y. 





Gentlemen: 

[] Please arrange Watchmaster 
demonstration at my bench. 
No obligation of course. Store 





Please consider this as our order 

for one Elimag. 

[} Check in full enclosed ($24.75) 

C} Bill us $24.75 plus postage. 
State taxes (if any) extra 
Above prices U.S. A. only City, State 
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you could suggest some kind of 
an award or incentive program 
that would encourage workmen 
to be more careful in quality of 
repair work with objective of 
cutting down on comebacks? 
While our men are now on a 
commission basis, we have not 
found too much difference in 
grade of work compared to time 
when on straight salary. 

Your suggestions would be most 
appreciated. Newton Rosen- 
zweig, Rosenzweig’s, Phoenix, 
Ariz. 


Answer: The business of come- 
backs has always plagued the 
watchmaker and the jeweler. 
The rate of expected, or I should 
say, the amount of tolerable 
comebacks varies with the type 
of trade one has. In a finer type 
of shop with better grade 
watches to work on, the percent- 
age would be less than in a 
jewelry store that accepted all 
types of watches for repair. At 
any rate, the average rate of 
comebacks is anywhere from 10 
percent down to 3 percent. If it 
is greater than this, then you 
certainly have a valid cause for 
complaint. 

The control of comebacks should 
depend upon all phases of ser- 
vice in the jewelry store accept- 
ing the repair. The estimator 
accepting the repair and esti- 
mating on the repair job should 
be made to establish a basis for 
accepting a watch for repairs 
and then getting a fair price for 
its servicing. 

For instance, he should not ac- 
cept a watch for servicing that 
he does not feel absolutely con- 
fident is capable of being put in 
first class order. Perhaps he 
might be better off, in many 
cases, trying to sell the client 
a new watch. 

Some jewelry store owners de- 
mand that comeback repairs be 
done at one time, that is, all 
comebacks be repaired at one 
particular time of the week. An- 
other way is to have each watch 
inspected by the head watch- 
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maker after the watch has been 
repaired. Any watch not meet- 
ing the critical standards of the 
head watchmaker is then sent 
back until it does. This method 
is used as well by the better 
grade of watch importers in 
their repair shops and it does 
bring results. 

When a store has a high amount 
of comebacks it reflects a lack 
of quality control in the output 
of work of the watchmakers. 
Some workmen are capable of 
better work but require con- 
stant supervision. After the su- 
pervision has been provided and 
maintained for a_ while, the 
watchmaker, at first resentful, 
nevertheless learns what is ex- 
pected and provides it with 
eventual mutual satisfaction. 
Oddly enough, he really needs 
no more time to do the same 
amount of work. 


Question: There is an excellent 
opportunity for us to handle gun 
engraving but we do not know 
the process used in gold plating 
the engraving on guns. 

If possible, we would appreciate 
it if you would forward us, by 
return mail, information con- 
cerning the process and mate- 
rials used and also let us know 
where equipment may be pur- 
chased. W. L. English, South- 
ern Jewelers, Inc., Richmond, 


Va. 


Answer: I am contacting a firm 
in New York that is more fa- 
miliar with this problem than 
I am and I will write you again 
as soon as I learn of their 
method and of the equipment 
used. 

A friend of mine who is a hobby- 
ist on guns tells me that he does 
this by covering the entire gun 
except the engraved area with 
asphaltum, plating it with a base 
copper and nickel, and then gold 
plating. He removes the asphal- 
tum with chemicals and then 
lacquers the plated engraving. 
Also, some silversmiths plate the 
lining on hollowware gold by 


first burnishing the engraved or 
grooved markings and filling the 
depressions with hot plating so- 
lution and wiring up the hollow- 
ware so that an electrical con- 
nection is made with the wiring 
rod. Then the anode is im- 
mersed. Do not plate for too 
long, otherwise the burnished 
engraving becomes cloudy. 


Question: For some time I have 
been inquiring about various 
methods and techniques of 
jewelry repairs, and I have not 
as yet received any information 
that was little more than basic 
and very general. 

First, I would like to know the 
step-by-step procedure for re- 
finishing an old and badly 
scratched platinum ring. I have 
found that platinum does not re- 
spond as quickly to polishing 
methods as does gold, and much 
time is spent in trying to obtain 
the high luster that a finished 
job should have. Even then I 
cannot bring back the finish de- 
sired. 

Second, I would like to know the 
proper procedure for welding a 
platinum shank, i.e., which grade 
solder to use, or just how weld- 
ing is done without solder. 

If you have in mind a good re- 
pair manual that I could obtain, 
I would appreciate it very much. 
I would not be interested in a 
basic manual for beginners as 
I need help in more advanced 
work. William W. Kelly, Percy’s 
Jewelers, Ontario, Calif. 


Answer: Polishing platinum 
rings, according to my author- 
ity, is done best with platinum 
rouge which is a white rouge. 
You will have to regulate the 
amount of pressure you place 
the ring against the buff. How- 
ever, with this type of rouge 
and a little experience you 
should be able to obtain a high 
lustre to the platinum. If the 
ring is badly scratched, it may 
be necessary for you first to 
file the ring shank to a new 
PLEASE TURN TO PAGE 234 
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BETTER GOLD PLATING 


With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 
discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. © N.Y.14,N. Y. © AL 5-8677 

















SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our Sc 
tells how you can benefit supremely by a If you want fast 

B.T.S. course, and will be mailed yeu, free: profits on an 

write for it. | { action-packed 

Courses in Watchmaking, Engraving and item, feature 

Jewelry Repairing. poe ree WN 

Bowman graduates pass the Certified Master erin ies 

Watchmaker tests of H. I. of A., or any State Ne. 69/458 

Board nations. i ‘ene Piece Heavy Solingen Steel 
Highest authorities say, “B. T. S. is the best Carving Set with Silver Inlaid white 
— and the best jobs await Bowman handles. Simulated leather Stag Box. 
graduates. $10.00 
Write for free book “Your Future and Our - ete A Serving Set, same & 
School” which shows how many finest jewelry shove with Mam Slicer. $13.50 
businesses have been built on thorough Bow- Epes. 00sane 


man Training. 

Set of 6 Matching hollow- 
to BOWMAN TECHNICAL SCHOOL tangent ae 
Bowman Building, with black or white Silver 


Lancaster, Pa. Inlaid handles. Simulated 
leather Stag Box. $6.00 





All of above available with 
black or white handles. 


> An Ahn Ahr 


Jehan J. Bowman, NO 8 ir Charles Ezra Bowmasa, | Stores all over the country are selling these today. 
ere § Registrar | Send for lilustrated Catalog Sheets on entire line 
| of Steak and Carving Sets. 


= L | se oe 
Courses Approved for Korean and Other Veterans ae aww be 1] ‘s Hh. T1y |e & U IT. 








Myers Building Mamaroneck, New York 
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HAMMEL, RIGLANDER & CO., 


WORKSHOP [from page 232) 


smooth contour, then use em- 
ery and finally polish in the 
manner advised above. Of 
course, any time you want to 
remove deep scratches you must 
weigh the chance of reducing 
the thickness of the surface 
down to a common smooth one. 
In welding a platinum shank 
to a ring, the ring and piece are 


prepared so that the new section 
is a very good fit. Also, it is 
advisable to roughen the sur- 
faces which are to be welded 
(both the shank edges and the 
piece which will be fitted). 

Cleanliness of the piece is most 
important. The type of solder 
to be used is regular platinum 
solder which can be obtained 
from your jeweler’s supply 
house. A little amount of borax 
is used and the amount of heat 





% Genuine 
UNBREAKABLE 


ALLOY 
WHITE 











Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—already used in more 
than 3,000,000 watches. Look for 
these NIVAFLEX features. 
UNBREAKABLE — 

NIVAFLEX is 100% resistant to corrosives, 


including acid and salt water. Absolutely 


rustproof. 


ANTI-MAGNETIC — 
NIVAFLEX is not affected by thunderstorms 


or sudden temperature changes. 


WILL NOT SET — 
NIVAFLEX is fatigue-proof — stays at full 
strength even up to 10,000 windings. 


SPECIAL FEATURE! 


HR NIVAFLEX mainsprings 
can be inserted directly into 
the barrel. No winder is 
needed. Simply place the re- 
taining ring against the bar- 
rel and push spring out. 


MAINSPRINGS | 


have been tested for 10,000* windings 
without breaking or showing fatigue 






IT’S PERFORMANCE 
THAT COUNTS ,aatee 








POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in 1-drawer Standard Steel 
Stack-up Cabinet with permanent index 


get SET IROE andor Si MBE a $46.95 


Unit NV-I. Same as above only in card- 
board box. Includes indexes . $35.99 


Unit NV-II. 12 popular sizes for Chrono- 
graphs and Vulcain Cricket. Includes chart 
and indexes in cardboard cabinet $6 99 


Unit NV-III. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes ............... $6.95 


Cabinet 60-188. The best 24 sizes in a 
handsome 24-partition leatherette cabinet 
complete with chart showing all the 
models the mainsprings will fit $11.95 








Sold only thru material supply houses. 


Write us or your material supply house for circular 
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Box 100, Madison Square Sta 


, New York 10, N. Y. 








*over 28 years in a watch used daily 








should be the minimum required 
to melt the solder and make a 
joint. Heat should first be di- 
rected at the heavier piece as 
this must be made hot enough 
to receive the melted metal and 
cause fusion. If the heat is di- 
rected at the solder, it will roll 
into a tiny ball. 

Some experience and practice 
will show you when the heat can 
be transferred from the shank 
to the solder in order to make 
it flow and become joined. 
Welding a split joint is done by 
placing a wafer-thin piece of 
platinum between the split so 
that it is held there merely by 
the pressure of the two ends 
against the piece of platinum. 
Applying heat gradually will 
cause a nice weld with this 
method, according to my in- 
formant. 

There are numerous books on 
jewelry repairing which you 
may be able to obtain by writing 
to the book department of The 


_ Jewelers’ Circular-Keystone. 


| Question: A 
_has suggested that I ask you 
_ for information concerning an 


local clockmaker 


antique grandfather clock I re- 


' cently purchased at auction. 


My clock was made by Tim- 


| othy Mason of Gainsborough, 


England, and from library ref- 
erences, I believe it was made 
about 1750 or earlier. The case 
is of Chippendale design in oak 
almost exactly like the Daniel 
Balch clock at the old Dalton 
House in Newburyport as shown 
in Fig. 86 of the Old Clock Book 
of N. Hudson Moore. The dial 
is like the Balch clock also and 
is identical to a photograph of 


_a dial by Wm. Tomlinson of 
' London (1735) as shown on 


Plate 62 of H. Allen Lloyd’s 
Chats on Old Clocks. 


There is one difference here: 
my clock was for poorer people 
and did not include the Tidal 
Dial in the arch although the 
base plate of the dial was drilled 
and otherwise prepared for it. 
Mine has a simple cylindrical 
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decoration mounted where the 
tidal hand and moon phase 
should be. 

I do not believe my clock has 
great intrinsic value because it 
was recently imported by an ex- 
pert (Peter Fyfe) and I doubt 
if he would let it go for the $70 
I paid if it had. However, it did 
not operate when I bought it and 
it does now, due to a couple of 
spindles and a new gear I made 
for it — plus a lot of adjust- 
ments and regulation. Robert 
C. Shoemaker, Portland, Oregon. 


Answer: According to my re- 
cords, Timothy Mason of Gains- 
borough, made clocks around 
the year 1700, so this puts your 
acquisition at an earlier date. 


You have done a fairly good 
job of research on this yourself. 
I have the book “Chats on Old 
Clocks” in the edition it was 
known before being revised by 
Lloyd Arthur Hayden (1920). 

On page 217 of this book is 
the following reference: “John 
Mason was a clockmaker about 
1760 and his father, Timothy 
Mason, was a clockmaker before 
him. At Rotherham some years 
ago, there were some Mason 
clocks on exhibition and there 
were eight generations of 
Masons as clockmakers, the 
Jater branch having settled at 
Rotherham.” I think you have a 
rare clock and I do hope you 
continue to enjoy it. 





News of 


C. Fred Donavan, a veteran of 
more than 30 years’ sales experience 
in jewelry and optical industries, has 
been appointed field representative of 
The Improved Seamless Wire Co., 
Providence, R. I. 


C. F. DONAVAN 


Improved Seamless 


Wire Co. 





a native of Provi- 


Mr. Donavan, 
dence, has covered every section of 
the United States in his many years 
of sales work and has just returned 
from a trip to Europe where he visited 
jewelry and optical companies. 


Advance Watch & Jewelers Supply 
Co., 520 Tenth St. N. W., Washington, 
D. C. announces the following changes 
in personnel: 

Ed Sonneborn has been named man- 
ager of the jewelry division, after 
several years of representing whole- 
sale jewelers in southern states. 

Harold Zeff will represent the firm 
in Florida and parts of Georgia, 
making his headquarters in Jackson- 
ville, Fla. 

Stanley Herman will represent Ad- 
vance in parts of Maryland, Virginia, 
West Virginia and North Carolina, 
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ersonnel 


and will work out of the Washington 
office. 

Jack Katz will be the firm’s rep- 
resentative in Washington, D. C. and 
nearby territory. 


Hamilton Watch Co. announces the 
appointment of two new field sales 
representatives, Ed Egan and H. L. 
Scarber. 

Mr. Egan is serving Hamilton ac- 
counts in the Boston area, replacing 
Richard T. Arnold, who was recently 
appointed to the position of assistant 
to the vice-president (marketing). 
Before joining Hamilton, Mr. Egan 
was a representative for Elgin Amer- 
ican, Inc., in New England. A grad- 
uate of Harvard University, he resides 
in Belmont, Mass. 

Representing Hamilton in the Il- 
linois territory is Herman L. Scarber, 
who was previously associated with 
Burton M. Reid Sons, Inc., of Spring- 
field, Missouri. He attended Southern 
Illinois State Teachers College and 
resides in Decatur, III. 





H. L. SCARBER 
Hamilton 


E. EGAN 


Hamilton 
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Vow 1956-57 
NEWALL 
FINGERPRINT CATALOG 


You'll find compiete detailed description of 
all items in this 252 pages of information 
for watchmakers. This is the biggest, most 
complete catalog in Newall history. 

There is a chronograph section, parts direc- 
tory, interchangeable parts and movement 
list, German, Canadian and French watch 
materials have teen added. You'll find 
Newall's exclusive N-DUR-ALL Swiss un- 
breakable mainsprings listed too. 

Like all Newall catalogs, the new edition 
is in the bench drawer size, for convenience 
to watchmakers. 


Ask your Newall Jobber 
for your copy. 




















WATCHWORK—STONE SETTI 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Deot C Peoria, tll. 
Students may enroll at any time of the year 















Largest selection 

of quality Stop- 
watches and 
Chronographs in 
America! Quick 
service for jewelers. 
All makes repaired. 


WRITE TODAY FOR © ATALOG 


M. DUCOMMUN (CO. 


580 Fifth Ave., NEW YORK 36 
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Looking for new profits ? 
SEAL PHOTOS, CARDS, 
WEDDING ANNOUNCEMENTS 


Life-time 
Plastic 





with NEW HERMES 


Whe Uh Ma ip 
WML 
Y/ a Y, 





* Increases store traffic 
* Promotes wallet sales 
* Builds good will 


Pay only 
$50 


and use our 
Rental-Purchase Plan 


Anyone con 
operate it 
Send for bulletin 


NEW HERMES LAMINATING 2 apa apa co. 


wrsity. P Now Y¢« ; N.Y 











Known for the Quality 
of its Training 


Chicago School 
of Watchmaking 


Established 1908 


Approved under G.I. Bill 
Member National Home Study Council 


Our Home Srupy Training Program will 
interest every jeweler who wants a more 
profitable repair department. Train yourself 
or employee. Home Study can be followed 
by short intensive resident training if de 
sired. Find out about the excellent coopera- 
tion CSW offers you. Send for free infor- 
mation today. 


CHICAGO SCHOOL OF WATCHMAKING 
2330 N. Milwaukee Ave.. Dept. JCK 4 
Chicago 47, Illinois 








Do You Repair 


400-DAY 
CLOCKS? 


You should have the NEW, Third Edition of 
"The Horolovar 400-Day Clock Repair Guide." 
Now, 128 pages of helpful hints and informa- 
tion with more than 350 illustrations! New 
material includes a time saving ‘trouble shoot- 
ing chart" for the escapement, 7! more back 
plates identified to show correct Horolovar 
spring strength to use, 22 additional accurcte 
drawings of Complete Suspension Units, up-to- 
date answers to the 2! most frequently asked 
questions about 400-Day Clock repair, and 
other important data not included in earlier 
editions. Send for this new Horolovar Repair 
Guide today on money back guarantee. Still 
only $3.00, postpaid. 
THE HOROLOVAR COMPANY 

Box 299J Bronxville, N. Y. 
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PERSONNEL CONTINUED 


Warren E. Hendriks and E. Hall | 


Gordon have been appointed Chicago 
representatives for Ripley & Gowen 
Co., Inc., Attleboro, Mass. 

Mr. Hendriks and Mr. Gordon will 
operate as the Hendriks-Gordon Co., 
and will maintain office and display 
rooms at 36 S. State St. They will 
cover the midwest and the south. 


Gibraltar Trading Co., New York, 
announces the appointment of Wil- 
liam Colwes to handle sales in New 
York State, Pennsylvania and New 
England. 

Mr. Colwes formerly covered the 


same territory for Schick Manufac- | 


turing Jewelers of Newark, N. J. 


— —__ 


Seeing Is Believing ? 
The Camera Says ‘Tain't So 


ee ae. “ "or 4 
1p Mite Ros 


The Longines “Cinetimer,” 
the modern 
eters, was used in California to time 
the NCAA and AAU track champion- 
ships, which were qualifying events 
for the U. S. Olympic finals. 

Printing its results on tape, it 
caused the reversal of a number of 
judges’ decisions, and in the 110- 
meter hurdle finals revealed one of 
the rare dead heats in track history. 

One model of the Cinetimer is re- 
ported to have revealed no error even 
to a thousandth of a second when 
tested at Neuchatel Observatory. The 
maximum error in the one used in 
California was 2/1000ths second with- 
in the test period of 24 hours 


The camera produces a sequence of | 


four pictures every tenth of a second. 
The pictures shown herewith were 
taken from the roof of the press box 
at the Los Angeles Coliseum, about 
275 feet from the track with a three- 
inch telephoto lens. 





WATCH REPAIR 


Dependable * Fast * Economical 


Over a Quarter-Century 
of wy aaa. 
> 
Watches Insured and Safeguarded 
in Holmes-Protected Vaults 
. 
All Work Watchmaster-Tested 
™ 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street. New York 346, N. Y 
Plaza 7-1740 





ACON WATCH CROWN C0. 


50 Eldridge St., New York 2 


Manufacturers of Gold Filled "sede 
Sold through Wholesalers & Jobbers 














GOLD FILLED 
WATCH CASES 
Offered At 


SUBSTANTIAL REDUCTIONS 


Many Styles and 
Movement Sizes 


HIGH QUALITY 
APEX WATCH CASE MFG. CO. 


Hamilton Ave. Greenwich, Conn. 
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USE 
JEWELERS’ CIRCULAR 
Keystone 
Classified Section 
for Best Results 














JEWELITE 
WATCH STRAPS OF DISTINCTION 


. are made of carefully selected materials 
combined with the talents of experienced 
craftsmen. Manufactured by 


J. L. POPOWICH AND SON 
802 Sansom St. Phila. 7, Pa. 

















_——— WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dep?t."’K"’ lil'd Cetalog 
Baldwin 9-1376 Est. (894 
Arthur T. Johasen, Prinelpai 





Sept. 23-May 23 
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Mrs. Frank Balisciano, mother of 
Philip, the first prize winner in a 
national baby-photo contest, was pre- 
sented with a Fiancee Diamond Cock- 
tail ring, worth more than $500. Mr. 
Jules Gerson, vice-president of Gold- 
stein Gerson Co., Inc., 130 West 46th 
Street, New York, made the award, 
which was the creation of his com- 
pany. 

On the same occasion, Mrs. Louise 
Walsh, mother of the second prize 





winner, received a Seed-of-the-Sea 
cultured-pearl necklace, product of 
the Gibraltar Trading Co., 48 West 
48th St., New York. David Bosworth, 
Gibraltar vice-president in charge of 
sales, is shown to the left of Mrs. 
Waish, and Harry B. Widmann, vice- 
president in charge of advertising, to 
her right. 

Both awards were presented at the 
New York Coliseum as part of the 
National Baby and Children’s Show. 





New Colorful Display Unit 
Features Ronson "Windlite" 


A new display for promoting Ron- 
son’s “Windlite” pocket lighter is 
available to retailers. 

Suitable for either window or in- 


. now 
RONSON 


> 
WINDLITE 











store use, the full-color unit comes 
prepacked with lighters in place. It 
is offered free with the purchase of 
four $3.95 Windlites. 
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New Mat Service Offered 
To Starfire Ring Dealers 


To tie in with the national ad cam- 
paign on Starfire Diamond Rings, the 
A. H. Pond Co., Inc., Syracuse, N. Y.., 
is offering Starfire dealers a new mat 
service for the fall and Christmas 
season. 


The ads vary in size and theme, 
with special emphasis on Christmas 
selling. Headlines and _ illustrations 
enable jewelers to assemble any size 
or type of ad desired. 


Spring Trade Show Results 
From Success of Fall Show 


Plans are being completed for a 
“Spring Market” trade show in New 
Orleans, La., as a result of the suc- 
cess of the July “Fall Buyers’ Market 
Week,” according to Helen Brett, 
trade-show director. The spring event 
is tentatively scheduled for the mid- 
dle of January, 1957. 

The decision to present the second 
show in the New Orleans market area 
resulted from requests by both exhib- 
itors and buyers enthusiastic over 
the result of the recent Fall market, 
Mrs. Brett said. 

The exact dates and other details 
are expected to be announced shortly. 


Kaspar & Esh Promote 
“Add-A-Link" Jewelry Items 


Kaspar & Esh, Inc., announces new 
styles in its “Add-A-Link” line, called 
the “jewelry that grows more beau- 
tiful with each gift occasion.” 

Customers are to be suggested to 
buy one or more links and add 
additional links on each gift occa- 
sion. In this way, each time the 





dealer makes a sale, he can expect 
the customer to come in again. 
The locket-style necklace illustrated 
was introduced a few months ago. Re- 
tail prices on necklaces start at $35. 
Dealer aids include mat ads and 
window and store displays. 


New Merchandising Tray 
Holds 12 Anson Gift Boxes 
A 12-section merchandise tray is 


available with Anson units featuring 
merchandise priced at $3.50 and over. 


For counter or window display, the 





> 


tray is in black and gold colors. 

Illustrated is Anson unit 5/57, con- 
sisting of 12 assorted $5 sets in gold 
plate and rhodium finishes. 
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K. Polishook & Son Offers 
New Wedding Ring Promotion 


A free wedding gift of ‘a copy of 
the Bible with the purchase of a First 
Lady wedding ring by Lloyds of New 
York is the focal point of a new pro- 
motion from K. Polishook & Son 
Corp., 216 E. 45th St., N. Y. C. 

Available is an illuminated three- 
dimensional window display, an ad- 
mat, copy for a letter of congratu- 
lation aimed at couples who have just 


. : 
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become engaged, and a wedding-cake 
knife which the retailer may present 
as a free engagement gift. 

Retail prices of First Lady wedding 
rings start at $42.50. 


“Silver Shine" Polish 
Offered for Retali Sales 


The C. & E. Marshall Co., Ine., 
1445 W. Jackson Blvd., Chicago., 
offers its “Silver Shine” silver pol- 
ish for retail selling. The company 


says the polish has long been used 
by silversmiths. 

The green and white ceramically 
fused label is claimed to remain un- 
stained and fresh for the life of the 
package. 


Chicago Printed String 
Opens New Eastern Warehouse 


Chicago Printed String Co. has 
opened a new eastern warehouse at 
801 Bloomfield Ave., Clifton, N. J. 

The warehouse was built to provide 
quicker delivery service of Tie-Tie 


“~ 
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gift wrappings as well as rayon Satin- 
tone and curling cotton Ribbonette 
for store use to the firm’s customers. 

Merchandise will be available after 
November 10 for shipment of Christ- 
mas reorders of the Tie-Tie resale 
line. 


Magnetic-Closing Passcase 
Features New Bosca Billfold 


The Hugo Bosca Co., of Springfield, 
O., announces the “Magnafold”’ bill- 
fold for men. It is, says the manu- 
facturer, the first and only billfold 
with magnetic closing. 

The passcase is locked by two mag- 
nets, eliminating the need for snaps 
and catches. The magnets, says 
Bosca, are constructed of a new alloy 
and never release their grip until 
they are released by hand. They are 
guaranteed for life against ioss of 
strength. 

The passcase can be removed and 
carried separately. It holds eight 
pictures or identification cards, yet 
is said to remain wafer-thin. A spe- 
cial pass clip allows the customer to 
add or remove extra windows. 

Available in a selection of leathers 
and colors, the Magnafold sells at 
$7.95 and comes packed in a black- 
and-gold gift box. 


UHU All-Purpose Glue 
Recommended to Jewelers 


UHU Products Corp. is reeommend- 
ing its all-purpose concentrated glue 
to jewelry manufacturers. 

The Company says the glue has 
long been in use in the jewelry indus- 


try in Europe and is now being 
widely used in this country. 

It is said to contain 82.3 per cent 
chemical body solids, to be water- 
proof to resist heat, cold, acids, chem- 
icals, to dry clear, colorless and non- 
staining, not to grow brittle or dry 
out. 

Packaged in collapsible tubes with 
fine nozzles, it is recommended for 
mounting and other jewelry uses. 

For further details and free sam- 
ples, write to the manufacturer at 
820 Greenwich St., N. Y. C. 


Sound-and-Sight Packaging 
Features Bracelet Display 


New packaging has been introduced 
by Jacoby-Bender, Inc., for their J-B 
Photo-Vue Ident bracelets. 

The packages, which are of plastic 
with clear sides so that the Photo-Vue 
Idents can be seen even though the 
box is closed, are red for the ladies 
and blue for the men. 

They are stacked one on top of an- 
other and every time one is removed 


RING THE BELL 
ty fit Me dus iyi fous 


a bell rings. The display also fea- 
tures the headline, “Ring the bell with 
the one you love.” 

The jeweler’s cost of 12 Photo-Vue 
Idents is $102.90 (keystone). Display 
and gift boxes are supplied free. 


New Catalog Announced 
By Poole Silver Company 


A new catalog showing its complete 
line of sterling and plated silverware 
is now being distributed by Poole 
Silver Co., of Taunton, Mass. 

The catalog, a colorful presentation, 
is designed, says the manufacturer, 
to allow retailers and wholesalers to 


POOLE | 
STERLING and 
SILVERPLATE 


get the best possible advantage from 
it when showing it to their customers. 

The catalogs are available to Poole 
distributors and their retailers with- 
out charge and can be secured by 
addressing a request to the Poole 
plant in Taunton. 
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Artcarved Wedding Rings 
Featured in New Window Card 


J. R. Wood & Sons, Inc., N. Y. C., 
manufacturers of Artcraft diamond 
and wedding rings, announce that 
new window display cards are avail- 
able to jewelers. 


ON . 


The card is a gold-colored picture 
frame highlighting a full-color photo- 
graph of an Artcarved bride, with 
illustrations of several sets of rings. 

The frame is of vacuum-molded 
vinyl, and the photograph is set in 
an oval plaque in the center, the 
entire surface area being lithographed 
to give an antique appearance. 


Flex-Let Motion Display 
Asks and Answers Questions 


A window display unit featuring a 
miniature band leader, on stage, and 
eight Flex-Let watchbands mounted 
on a velvet background, is available 
from Flex-Let Corp., 580 Fifth Ave., 
N. Y. C. 

The band leader points to the four 
ladies’ bands on display and her pen- 


ew 





nant asks: “Does your band beautify 
your watch?” She then revolves, 
points to the four men’s styles, and 
her pennant answers: “Flex-Let adds 
luxurious new beauty to any watch.” 

The display is free with an order 
for eight bands—comes pre-packed, 
bands and display together. 
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“Travelette” Packaging 
Offered by International 


New packaging for its dresser sil- 
ver sets is introduced by the Inter- 
national Sterling division of The In- 
ternational Silver Co. 

The new package is called “Inter- 
national Travelette” and is claimed to 
be equally useful to the dealer as a 
display and to the lady who receives 
it as a gift. She can use it, after 
removing the pad holding the set, as a 
vanity case, beach bag or jewel box. 

Measuring 1434, inches by 91% 


inches, the box has blue silk lining, 
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lock and key, and 10-inch handle for 
carrying. 

The three-piece dresser sets, com- 
plete with the Travelette, retail from 
$42.50 to $95, f.t.i. 


“Cross Christmas Mail Box" 
Displays Writing Instruments 


The A. T. Cross Company, of Provi- 
dence, R. I., has created the “Cross 
Christmas Mail Box” for seasonal dis- 
play of its 12 kt. gold-filled writing 
instruments. 

The display is in the form of a 
reproduction of the old-fashioned 
R.F.D. mail box, packed with Christ- 
mas packages and set on a snowy 








base. A bow of red ribbon, pine 
cones, holly leaves and berries adds 
color. 

The mail box is available free with 
the purchase of one Cross Century 
pen and pencil set and one Cross Cen- 
tury pencil. 








Heirloom Ads Will Feature 
Famous Fathers and Daughters 


To promote the four lines of ster- 
ling, Silver Rose, Damask Rose, Reign- 
ing Beauty and Lasting Spring, 
Oneida, Ltd., announced a series of 
advertisements featuring famous fa- 
thers and daughters. 
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First of the famous twosomes will 
be Ezio Pinza, internationally famous 
basso, and his daughter, Clelia. In 
subsequent ads the noted fathers and 
daughters will be selected from many 
fields. There will be famous authors, 
statesmen, government. people, scien- 
tists and industrial leaders. 

Starting in September, the ads will 
run in Ladies’ Home Journal, Amer- 
ican Home, Living For Young Home- 
makers, Modern Bride, Better Homes 
and Gardens, Glamour, House Beau- 
tiful and the Sunday New York 
Times magazine section. 


“Split-Level" Jewel Case 
Features Babcock Fall Line 
Babcock, Inc., 16 E. 50th St., 


N. Y. C., introduces for fall the 
“Collector” split-level man’s jewel 
case. 


The case is leather with gold-tool- 
ing and holds 20 pairs of cuff links 





The upper level is 
access to miscella- 


on two levels. 
removable for 
neous jewelry section. 

A black case is available with red 
lining, and a ginger case with nat- 
ural-color lining. Retail price is $10. 
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Jacques Kreisler Launches 
Watchband Trade-in Promotion 


The Jacques Kreisler Corp., North 
Bergen, N. J., is launching a national 
trade-in promotion on watchbands, 
identified as T. I. P. (Trade-In-Plan). 


The October 29 issue of Life intro- 
duces the program to the consumer, 
and the promotion is scheduled to run 
until November 22. 

Kreisler has designed four new 
$10.95 bands for this sale, two men’s 
and two ladies’. Accompanying each 
band is a T. I. P. coupon worth 50¢. 
The jeweler allows his customer $5 
for his old watch attachment (regard- 
less of age, make or condition) to- 
wards the purchase of the $10.95 
band. The customer pays only $5.95. 
Each coupon is redeemable for 50¢ 
in re-orders. 

The manufacturer points out that 
in the two dozen T. I. P. package 
there is a profit of $82.80, which is 
better than keystone. 

The T. I. P. promotion kit includes 
multi-color counter and window dis- 
plays, newspaper mats, window post- 
ers, in-store pennants, label tags, 
radio and TV scripts and direct mail. 


G & S Offers Display 
Featuring 15 Nash Lighters 


A point-of-sale display, designed 
for the Christmas season, is offered 
by G & S Mfg. Co., Nashville, Tenn. 


The display, with the “Lifetime 
Guarantee” slogan, is for a _ limited 
time included free with each order 
for the No. 2250 assortment of light- 


ers from the S & G Company. 
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Feature Rings Get Viewing 
On "One Is For Sheldon" Show 


Mort Lippman, merchandising di- 
rector for the Feature Ring Co., was 
interviewed recently by TV star, Herb 
Sheldon, on the latter’s “One Is For 
Sheldon” show, NBC-TV. 

Mr. Lippman (seated, right) 
brought to the studio a fortune in 
diamonds, with an armed guard 
standing by, and gave the television 
audience a discussion on diamond 


sorting, weighing and mounting. He 
also introduced the three finalists— 
Lisa Loughlin, Pat Grady and Jean 
Meek (right)—in Feature Ring’s 
“Queen of Diamonds” election to be 
held this fall. 

The public will vote in the nation’s 
jewelry stores. The winning girl will 
get thousands of dollars’ worth of 
modeling and _ personal-appearance 
contracts. Dealers and consumers can 
also win cash and merchandise prizes 
during the contest. 


Direct Reading Display 
Features New Elgin Watches 


The Elgin National Watch Com- 
pany makes available to dealers a 
direct-reading display for selling what 


He \ORD ELGIN 
DIRECT READING WATCH, 





the company describes as “the newest 
thing in the 400-year history of me- 
chanical timepieces.” 

The wristwatch, named the Lord 
Elgin, tells the time by moving num- 
bers, and the display calls attention to 
this fact by means of a flashing light 
behind the back panel. 


New "Trainliner" Display 
Features Juvenile Silverware 


The 1847 Rogers Bros. division of 
The International Silver Co., offers 
the “Trainliner” display at no charge 
with merchandise orders totaling 
$95.80. 

The display takes up a minimum 
space on counter or in the window and 


provides space for a wide assortment 
of juvenile items. 

Included are children’s tableware, 
rattles, crib toys, a “Stay-Put Hot 
Plate,” a Baby Record Book set with 
a two-piece educator set and infant 
feeding spoon. 

Prices are in a popular range— 
from a curved handle baby spoon 
boxed at $1.50 to the Sing-a-Song 
package that holds six pieces of 
matched silverware at $8.95. 

Without a merchandise order, the 
display costs $5. The company also 
makes available newspaper mats for 
local use and folders for counter use 
or mailing. 


Steve Allen and Keepsake 
Team up on "Tonight" Program 


Steve Allen once more will feature 
Keepsake diamond-ring sets on his 
NBC-TV “Tonight” program begin- 
ning November 2. 

Through this A. H. Pond Co. Pro- 
motion, Allen will present to his 
viewers each week the same ring set 
being featured in the local dealer’s 
store. 

A promotion kit has been prepared 
including counter card, window 


heepsake 
,. TV SPECIALS 


streamer, ring box arrow cards, news- 
paper mats and the motion display 
shown here. As the TV camera moves, 
attention is drawn to the screen that 
lights up, illuminating Steve Allen 
with the Keepsake rings. 
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New Aureole Catalog Sheet 
Features Watches’ Thin Look 


Stressing the thin look of their 
watches, Aureole’s 1956-57 line of 
watches is illustrated in a colorful 
catalog sheet-insert just released. 

Emphasized is the fact that Aureole 
watches are manufactured and tested 
at the 88-year-old Aureole factory at 
La Chaux-de-Fonds, Switzerland. 
Sheets are available with variations 
in style numbers, imprints, etc., for 
distributors and dealers. Write to 
Aureole Watch Corp., 580 Fifth Ave., 
Ba Ba 


Jewelry Items Offered 
By Imperial Pearl Syndicate 


Imperial Pearl Syndicate, Inc., 5 N. 
Wabash Ave., Chicago, is offering to 
the trade a cultured-pear! necklace 
and gold-filled jewelry items. These 
are the pieces that will be pictured in 





Imperial Pearl’s “Operation Cherub” 
Saturday Evening Pest ad. 
The company is also running ads 


in Vogue, Harper’s Bazaar and 
Fashion. 

A display tray is also being fea- 
tured by the company, suitable either 


for window or showcase. 


Trophy Catalog Published 
By F. H. Noble & Company 


F. H. Noble & Co. presents its new 
1957 Trophies for Champions catalog, 
containing 52 pages with color illus- 
trations of various trophies. 

Represented are medals, charms, 
plaques, cups and silver giftware on 
walnut, white-ash and charcoal-finish 
bases. There are awards in every 
prize bracket quoted at the dealer’s 
selling price. 

Write for particulars to 559 West 
59th St., Chicago 21, Ili. 
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Line of Mele Jewel Cases 
Presented in New Catalog 








Above is pictured the cover of the 
new catalog listing the complete line 
of jewel cases manufactured by Mele. 

Those desiring a copy can obtain 
one by writing to Mele Manufactur- 
ing Co., Inc., 366 Fifth Ave., N.Y.C. 


“Watch Parade Time” Runs 
For Eighth Successive Year 


Sponsored by The Watchmakers of 
Switzerland, “Watch Parade Time” 
runs this year from Oct. 8 to 20. 

Supplied without cost to jewelers 
by Watchmakers of Switzerland is 
a gold-colored plastic 15” x 18” dis- 
play, including watch name cards 
to spotlight self-winders, calendars, 
chronographs, wrist-alarms and 
water- and shock-resistant models. 

Available also are ad mats that 
give the individual jeweler his own 
store personality and tie in with Oc- 
tober national advertising. 


Holzer Y Cia Receives 
Trophy for Tissot Display 


Jose Ortiz Izquierdo (left), adver- 
tising manager for Holzer Y Cia S. 
A. Mexico, D. F. and Joseph A. 
Holzer, general manager, are shown 





after having received the trophy for 
the best window display of Tissot 
watches in Mexico City. 

Mr. Edouard De Bavier, Swiss Min- 
ister (right), made the presentation. 


Carousel Display Offered 
By Hamilton Beach Company 


Hamilton Beach Co., a division of 
Scovill Mfg. Co., Racine, Wis., is of- 
fering to its retailers a new colorful 
carousel display. 

Features of the display are that it 
gives open display all the way around, 
that it affords display space for the 
four Hamilton Beach mixers and the 
new automatic toaster, and that it 





can be used, if desired, without the 
carousel. 

The display features the five-year 
guarantee which is being stressed in 
the company’s national TV and maga- 
zine advertising. 


New Hairspring Cleaner 
Announced by L & R Mfg. Co. 


L & R Manufacturing Co., Arling- 
ton, N. J., manufacturer of watch- 
cleaning ‘machines and _ cleaning 
solutions, announces its Hairspring 





Cleaner for the separate cleaning 
of hairsprings. 

The cleaner, says the manufacturer, 
has an extremely high solvency for 
both natural and synthetic oils, is 
safe to use because of its low toxicity, 
and is non-inflammable during normal 
application. 

Hairspring Cleaner comes packaged 
in a 2 oz. wide-mouth bottle, and re- 
tails for 60¢ per bottle. It is available 
through authorized distributors. 
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“The Jeweler's Dilemma” 
Tells Mido Story in Comics 


Mido Watch Co. presents its an- 
swer to the question How to sell a 
new watch when the old one is still 
working in a 16-page booklet entitled 
“The Jeweler’s Dilemma.” 

The story, told in a series of cartoon 
sketches with minimum copy, points 
up the idea that the self-winding 
watch is the one really basic advance 


in modern watchmaking, and the 
various arguments to use in a sales 
talk are amusingly developed. 

The last page concludes with the 
advice: “Build a better self-winding 
sales pitch (with Mido) . and the 
customers will wind a path to your 
door.’ 


Custom Fitting Featured 
In Flex-Let Dealer Ad Mats 


Flex-Let is furnishing ad mats to 
dealers, space being provided for the 
store name. 

The ads promote the custom-fitting 
feature of the watch bands. By the 
use of any pointed instrument, any 
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link may be removed, and no gap is 
left. 

The “Beau-Brummel,” in 1/20 10K 
white or yellow gold filled, is priced 
at $11.95; the “Beau Combo,” in 
brown, tan or black lizard in faceted 
frames, is priced at $12.95, f.t.i. 

Similar mats promote ladies’ expan- 
sion bands. 
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Wagon Display Promotes 
Oneida Children's Silverware 


A children’s silverware wagon dis- 
play is being offered by the Com- 
munity and Direct Brands divisions 
of Oneida, Ltd. Silversmiths. The 
wagons have amusing paintings and 
tiered and lighted canopies. 

Dudley E. Sanderson, Vice-presi- 
dent of Oneida, says, “The birth rate 
has grown from 3,554,000 in 1950 to 
an expected 4,400,000 in 1956, and 
it will continue to grow! Oneida has 


recognized this growth and is now 


offering the finest items, packaging 
and displays in cur history.” 

The wagon display may be pur- 
chased for less than cost or for one- 
half the sale price with a minimum 
order of child and baby items. Di- 
mensions are length 44 in., width 32 
in., height overall 64 in. 


Borel Watch Company 
Offers Newspaper Mat Book 


Designed to help agents get full 
advantage from the coming Christ- 
mas season, a new mat book is avail- 
able from the Borel Watch Co., 1002 
Walnut St., Kansas City 6, Mo. 

Featured in the mats are cocktail, 
datoptic, ultra thin and other popular 
models. 


Paper Mate Pen Promotion 
Stars Joe E. Brown on TV 


Paper Mate will run TV spot Com- 
mercials during this year’s World 
Series. 

Joe E. Brown will promote the $1.95 
Capri pen with the Piggy-Back refill. 
The commedian’s antics will include 
his portrayal of pitcher, catcher, um- 
pire, sportscaster and hot dog vendor. 
For the sake of authentic flavor Paper 
Mate took Joe E. to the Yankee Sta- 
dium for the filming. 


Sarkin Reviews Ring 
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Pictured are (left to right) Sam 
Gorman, sales manager of David 
Sarkin, Inc., Mr. Sarkin, president; 
and Joseph Moss, Moss Associates, 
advertising counsellor, discussing the 
reprinting of a mailing piece with 
local jeweler’s names. 

The promotion relates to the com- 
pany’s offer of a free 26-piece silver 
service given with the purchase of a 
Sarkin diamond-ring set from $99.50 
to $189.50. With the purchase of a 
ring set over $199.50, the customer 
receives a 52-piece silver service. 


New Kingsway Watchband 
Offers Jewelers Big Profit 


The “Kingsway,” a new stainless 
steel watchband, is being distributed 
by the Kingsway Co., 89 Ship St., 





Providence, R. I. The Kingsway costs 
the jeweler $2, and retails for $4.95 
(no tax). 

Retailers ordering the KW/6 Kings- 
way six-piece unit get a display free 
with their order. The display holds 
all six bands in the unit and carries 
illustrations pointing out that the 
Kingsway is flexible — durable — ad- 
justable. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Cash in Advance 


“SITUATION WANTED" —Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 
word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


© Name, Address, Initials and Abbrevia- ® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 


Sy EL OO ® Classified ad form closes 10th of the 
© If answers are to be forwarded, 20 cents month preceding date of issue. 

exra to cover postage must be enclved. © A bot number when. sed in ad coma 
® No Agency Commission. care of J C.K.” : . 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





| SAL ESMAN, estimator and watchmaker ; 
7 years’ experience; ambitious, 28 
Situations Wanted year old family man, desires position 
midwest or west with future. Address 

a “M., 2374,” care of JC- 

















BOOKKEEPER, highly capable and ex- 





perienced, seeking responsible position. WATCHMAKER: experienced, certified, 
Address “S., 2399,’ care of JC-K. | licensed by examination, 39 years old, 
_ — —__—_____— married, desires position in progressive 
DI AMOND buyer, thoroughly experienced store in Florida; salary or commis- 
in loose and mounted diamonds: good sion. Address “A., 2382,” care of JC-K. 





background, excellent references. Ad- 
dress “F., 2391,” care of JC-K. VATCHMAKER, 19 years; 40 years old; 


ee very best ability and character refer- 


< 





WATCHMAKER; experienced and relia- ences; $100.00 week guarantee plus — 
ble mechanic seeks steady job in fine | centage ; go anywhere. Address ‘T., 
retail store in midwest or south. Ad- | 2366," care of JC-K 





dress “P., 2365," care of JC-K. 
suliicaiiin ia | WATCHMAKER, first class on all types 
WHO - wants European specialist ; watch- of watches; can do some jewelry and 
maker and jeweler; 25 years’ experi- clocks; good references; 25 years’ ex- 
ence at bench; locate anywhere. Ad- rCOK Address “V., 2392," care of 


dress “ns 224, ” care of JC-K % 

















E XTR., AO RDIN AR IL Yy qualified salesman WANTED by an old established store 
avail: able reputable retail store, New- combined watchmaker and light jewelry 
ark or easy commuting distance. Ad- work; plain engraving if possible but 
dress “sg 2370.” care of JC-K. not necessary; State experience and 

| salary expected. Albert Klein, Box 765, 

Pensacola, Florida. 





w ATCHMAKER. 10 years’ retail experi- 








ence, desires position with growing SEES 
firm; Bulova graduate; excellent refer- ACCOUNTANT, bookkeeper; complete 
ences. Address “C., 2403.” care of JC-K. charge accounting department; al 


books, statements, taxes; 20 years one 
firm; company now inactive; seeks re- 





_ 


V : Pe j S sti C ; re. Os ‘ ** 
JEV E LER and repairs, estimates on sponsible position. Address “V., 229, 
watch repairs, desires position with care of JC-K 
high grade store, south preferred; age wiriat ter 2 Paes she 2 
over 65 years. Address “W., 227,” care : VE 
of JC-K. : AGG RESSIV E, loose ‘diamond salesman ; 


virtually nation wide ac quaintance : 
minimum salary first year $12,000, plus 














MANAGER to inte full cee ot credit travel expense: middle age, highest 
jewelry store; full knowledge of all reference. Address “S 2375.” care of 
phases of jewelry operation; former 1C_-K “Shae Pree nb, ee. ae 
store owner. Address “J., 2387,” care | eb 

a Saree mn os SALESMAN, 30 years’ experience in 

MANAGER; highest calibre: available send Weadl niathortiy Gk aacteae Dike 
better time payment store; heavy ex- | specialist ‘tin buying estates: pleasing 
perience all departments; age 50; top | personality. Address “G 2°98” care of 
reference. Address “S., 2359,” care of 1C-K . +» 209, 

JC-K 
ae > > 9 

R B T. AIL executive will invest $100,000 or ~ Sel penaeaes ota el oid satab- 
more plus services in an individual lished store ; best of references ; married, 
store or a small chain doing a present settled family man; prefer ‘ southern 
volume of $500,000 minimum. Address States. Address “C., 2360,” care of 














DIAMOND assorter and appraiser; ex- 
perienced in mounting rings, fill orders , 
number of years with large ring manu- 
facturers; references; New York City 
yeeeeres. Address “P., 226,” care of 





JEWELRY salesman with practical knowl- 
edge of diamond setting; light special 
orders, looking for small retail store 
position ; metropolitan New York area: 
also practical designing. Address, ‘225,’ 
care of JC-K 





MANAGER, salesman; executive ability, 
high type man, 30 years’ experience all 
phases jewelry business, credit, ad- 
vertising, merchandising, desires affilia- 
tion deep south. Address “V., 2389,” 
eare of JC-K. 





MANUFACTURING jeweler; repairman, 
diamond setter, engraver; young, mar- 
ried ; presently operates own retail store 
in north but desires change of climate; 
able to assume manager responsibilities. 
Address “F., 2314,” care of JC-K 





SALESMAN with following among jewel- 
ers in New York, Connecticut and Ohio, 
carrying watches and clocks, desires 
additional line of better costume jewel- 
ry, religious or display articles. Ad- 
dress “O., 2394,” care of JC-K. 








MAN UFACTURERS: distributors avail- 
able well known retailer recently 
liquidated; highly rated business; 
closely associated all retail jewelers ; 
public relations, ete. Address, “J., 
2415.” care of JC-K. 





ASSISTANT manager or salesman look- 
ing for good future with progressive 
cash type or middle of the road credit 
jewelry store; age 31, married; will 
relocate ; experienced all phases of cash 
and credit store operation. Address 
“L., 2388,” care of JC-K. 





JEWELER, now employed, 15 years’ ex- 
perience as piercer on all types of mono- 
grams and initials, engraver with de- 
signing ability, desires position on West 
Coast: can increase your business with 
original creations in personalized jewel- 

annie 


ry. Address “B., 2357,” care of JC-K. 


LADY who knew the nialiai industry 
from all angles is desirous of again 
obtaining a job, whole or part time in 
Chicago: can furnish the best of ref- 
erences. Address “C., 2412,” Heyworth 
Building, 29 E. Madison St., Chicago, 
Illinois. 





CALIFORNIA ; this retail diamond, watch, 
jewelry salesman, buyer, merchandiser, 
manager has earned most successful 
record producing greater sales volume 
for high-type retailers and department 
stores. Charles Hynes, 457 South 
Bonnie Brae, Los Angeles; Dunkirk 
77-0065. 








SALESMAN, wholesale watches; 36, 
married, top know how in sales, ad- 
ministrative and technical phases; 
10 years’ experience at all levels; 
wish to terminate present partner- 
ship for responsible sales position 
which will make use of ability to 
develop accounts and produce sales; 
available for personal interview. Ad- 
dress “G., hashed eare of JC-K. 

RING GIRL, senstitaiiattiae buyer, sales- 
woman; experienced in production of 
wedding rings and ladies’ ring mount- 
ings, buying of ladies’ solitaire and 
wedding ring mountings, merchandis- 
ing, all facets of rings, engraving, set- 
ting, etc.: all office routine, salesman- 
ship: can handle order from inception 
to finished product. Address “K., 2406,” 
eare of JC-K. 











ee 


(Continued on page 244) 





“G., 2380,” care of JC-K. | JC-K. 
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SITUATIONS WANTED —Continued 











SALESMAN who has traveled extensively 
for over ten years in key cities of 
southeast, southwest and northwest; at 
present associated with top jewelry line, 
will be available for new lines starting 
1957: I have merited the respect and 
goodwill of my clients and making 
change for personal reasons; interested 
only in top lines and top level concerns. 
Address ‘“T.. 2353,”" care of JC-K. 


—~ 


SALESMAN, alia; with Trabert and 
Hoeffer, Park Avenue, New York; thor- 
oughly experienced and qualified for 
fine jewelry retail establishment; valu- 
able knowledge of diamond industry; 
young, conscientious American speaks 
French and Spanish: also willing to 
travel in United States or represent a 
firm in Mexico or Venezuela: excellent 
trade references. Address “K., 251,” 
care of JC-K 


Lines Wanted 








LEO MEIER, formerly of Meier Bros., in 
Newark, wishes line for New Jersey and 
adjacent territory; write to me at 61 
McKinley St., Nutley, N. J. 


PACIFIC COAST salesman over 20 years 
in territory desires fine line gold or 
platinum jewelry for the better stores: 
commission basis. Address “L., 2260,” 
care of JC-K 


———$—— = = 


FIFTEEN years’ experience selling top 
lines to manufacturers, jobbers, chains 
and retailers; midwest, east coast, ac- 
customed to top earnings: seek first 
class line. Address “C., 2293,"" care of 
JC-K 


MICHIGAN, Ohio territory desired for 
outstanding line in costume jewelry: 
well established with jewelry, gift ap- 
parel, dept. stores; —o coverage 
of territory past 10 ears. Address 
“A., 2417,” care of JC- ic 


VOL u ME line heii by capable man, 
10 years Chicago and midwest with 
top firms; only worthwhile proposi- 
tion considered. Address Circular 
331, Heyworth Building, Chicago 2, 
Illinois. 


I'VE had a heart attack but have been 
in jewelry business for 20 years as a 
salesman: what do you have that I can 
sell to many top jewelers in Virginia 
and surrounding states by mail and 
phone. Address “G., 2386," care of 
C-K. 

SALESMAN: with Chicago office, cover- 

ing the midwest; calling on wholesale 

jewelers, material, catalog houses, cos- 
tume jewelry jobbers; open for lines 
from reputable manufacturer: can pro- 
duce volume business. Address Circu- 
lar 329, Heyworth Building, Chicago 2, 
Illinois. 


Side Lines 


SALESMEN for rapidly growing 14K, die 
struck charm line. 


Capitol Watch Case 
Company, 
N + 








523 Tenth St., Union City, 


SALESMEN wanted to carry side line of 
watches; liberal commission, incentive: 
replies held in strictest confidence. Ad- 
dress “V., 2398,” care of JCK. 


SALESMEN wanted by manufacturer 
of an extensive line of 14K gold 
charms and discs. Address “R.. 


2390,” care of JC-K. 














SALESMAN wanted to carry side line of 
popular priced fine earrings in gold; 
quick selling and compact line; most 
territories open. Address “F., 2400,” 
care of JC- 





SIDE LINE salesmen wanted to handle 
top luggage and leather goods line to 
jewelers and similar outlets for estab- 
lished oupeny. Address “P., 2413,” 
care of JC-K. 


MANUFACTURER of fine costume 
jewelry wants association with rep- 
utable wholesaler dealing in better 
priced exclusive lines. Address “*M., 


2200.”’ care of JC-K. 


SALESMAN with following to retailers, 
commission showing one tray of sam- 
ples to the better jewelry stores; if 
interested, send references and terri- 
tory dsired. Address “M., 2401,” care of 
JC-K. 








—— 











AVAILABLE: first class ladies’ gold 
mounting line to jobbers in midwest; 
secondary line permissible; drawing 
against commission to a salesman with 
ee Address “W., 2333,” care 
of JC 





SALESMAN with following to retailers, 
to represent manufacturer with small 
line of popular priced ladies’ zircon 
rings, ladies’ and gents’ stone rings; 
high commission; all territories open. 
Address “F., 2395,” care of JC-K. 





WELL known manufacturer of colored 
stone guard rings and diamond 
rings, seeks midwest representative 
with no conflicting lines; commis- 
sion basis. Address “K., 2369,” 
eare of JC-K. 





SALESMAN ealling on the wholesale 
trade in New York City and the New 
England States; to carry a line of 
emblematic jewelry in gold, plat- 
inum and palladium; commission 
basis. Address “B., 2385,” care of 
JC-K. 


——— | 


EXCELLENT openings available calling 
on fine jewelers and department stores; 
salesmen desiring additional income, 
earn 15% commission selling famous 
Richard Dimes sterling hollowware 
line: give details first letter, territory 
warted. King Silver Company, Inc., 

K Street, Boston, Mass. 








SALESMEN for open ierritories on na- 
tionally advertised exclusive Heirloom 
jewelry for parents and grandparents; 
see ad page 210: jewelry and depart- 
ment store following essential; spendid 
opportunity for growth with immediate 
high earnings; please rush resume wnd 
territory desired to Concord Silver- 
smiths, 422 Washington Street, Brigh- 
ton, Mass., all replies promptly acknowl- 
edged. 





Help Wanted 





WANTED; A-l1 jeweler, who can repair 
and set stones. Address “‘V., 1461,” care 
of JC-K., 





WANTED, 
centage basis only. 
care of JC-K. 


two A-1 watchmakers; per- 
Address “T., 1460,” 





WATCHMAKER; well trained, experi- 
enced ; permanent position in fine Ver- 
mont store. Searles & Company, New- 
port, Vermont. 





JEWELER, s>tter; able to do plain en- 
graving, light watch work; southern 
California city 60 miles from Los An- 
geles ; references required. Address “M., 
2384,’ care of JC-K 











JEWELER with ten or more years’ ex- 
perience; fine mechanic with business 
ability and capable of taking charge 
small shop; write in detail. Address 
“S., 2376,” care of JC-K 





MANAGER and salesman for jewelry 
store; established 50 years; salary and 
up to 25% of profit to right man; Mar- 
tinsburg, West Virginia. Address a: . 
2299,” care of JC-K. 





prefer combination 
engraver; good permanent position, 
good salary; nice city, finest store; 
wire, write or phone Lewis Jewelry 
Company, Gainesville, Florida. 


NEED watchmaker ; 


es 


SALESMAN: experienced, Indiana, Ohio 
and Illinois: all the best lines, includ- 
ing Anson. Gleeson Jewelry Co., 604 W. 
Main St., Louisville 2, Kentucky, Wa- 
bash 1203. 





—————— ———————— — 


WANTED by old established store; jew- 
elry repair man; preferably man able 
to do some watch and clock repairing ; 
small city in New York State. Address 
“A... 2354,” care of JC-K. 





———————— —~0 


YOUNG man wanted with experience in 
taking charge of special and regular 
orders for ring manufacturer. Samuel 
Abramson, 11 John Street, New York, 
a = 








WANTED; jeweler who can engrave, set 
stones and do light jewelry repairing 
in medium size high type independent 
air conditioned retail store in southwest. 
Address “P., 2379," care of JC-K. 





SALESMEN ; siiail, southwest; scarab 
jewelry, disc jewelry, money clips; 
largest best known line; drawing. 
Admark, 714 Sansom St., Phila. 6, 
Penna. 


GABLONZ Articles; well established ex- 
porter in Germany will contact button 
and jewelry buyers; he intends to act 
as a commission agent in Germany ; 
please apply to Vitus Zimmerman, P. O 
Box 206, Kaufbeuren, Germany. 











IMMEDIATE opening for salesman as 
general assistant to owner in large town 
near Chicago, Illinois; unusual opportu- 
nity for the right man; write detailed 
background to Address “B., 2571,” care 
of JC-K: an interview will be arranged. 





SALESMAN to represent a manufacturer 
of jewelry with a nanconflicting iine; 
strictly commission basis; fine and quick 
selling line: quote states you cover and 
experience. Address “S., 2377,’ care of 
JC-K 





——————— 





WATCHMAKER, experienced; five day 
week: ideal working conditions in 
Northern Ohio city, permanent job: 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
of JC-K 

WATCHMAKER;: permanent position, 
best of working conditions; state age, 
experience, salary expected; references 
in first letter; photo if possible. Bill- 
meier Jeweler, 417 East Genesee St., 
Saginaw, Mic Digan. 











SALESMAN: an opportunity with future 
available to a personable salesman in 
fine retail jewelry concern; five day 
week, liberal salary, full benefits: state 
details; confidential. Lux, Bond ©& 
Green, 70 Pratt St., Hartford, Connecti- 
cut. 

SALESMAN ; permanent senition open for 
aggressive man with all around experi- 
ence; cash, credit store, knowledge of 
window trimming, credits and collec- 
tions; good opportunity for person with 
initiative: New York City. Address 
“K., 2409,” care of JC-K. 








SALESMEN to retailers wanted: clock 
and watch salesmen, with retail follow- 
ing, wanted by imported of popular 
priced 17 jewel Swiss watch line and im- 
ported clocks, travel, alarm, desk, 
musical and 400 day cloc ks. Address 
“B., 2393,” care of JC-K 
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YOUNG man as general assistant to owner 
in old established credit store in North 
Carolina; must have experience in 
credit selling, promotion, merchandis- 
ing, window and interior display; write 
full particulars and salary — cted. 
Address “M., 2372,” care of JC- 





SALESMEN: manufacturer of lowest 
priced four inch sterling on glass 
coaster ash tray, etc., has several 
choice territories open as sideline; 
commission basis; Tarlton Silver 
Corp., 143 West 20th St., New York 
City 11, New York, Chelsea 3-1710. 





a“ 
a 


"ATCHMAKERS for fine suburban shop- 
ping center jewelry store; $125.00 
weekly guarantee; must be good, cg- 
gressive, experienced all types watches; 
permanent position; nice atmosphere; 
pleasant working conditions. Call or 


Wire Max Davis, Kingswood 4097, 
Toledo, Ohio. 
SALESMAN unaiid for Michigan, 


Pennsylvania, Ohio, West Virginia 
and Virginia; for complete diamond 
jewelry line; nationally known; 
write giving qualifications and ex- 
perience; commission basis Harry & 
Ben Frackman Inc., 20 W. 47th St., 
New York 36, New York. 


OPENING in North Carolina for A-1 
salesman who understands credit jewel- 
ry business from A to Z: none other 
need apply; married man preferred and 
must be capable of promoting, window 
dressing, credit and advertising: a real 
opportunity for right man; give full 
particulars in first letter. Address “S., 
2418,” care of JC-K. 


MANAGER, sala $10. 000 to $12. 000, 
for large credit jewelry chain store 
New York area; special emphasis on 
window trimming, selling, merchan- 
dising; credit and collections under 
separate head; all replies strictly 
confidential; our firm knows of this 
ad. Address “T., 2396,” care of 
JC-K. 


WANTED; one junior watchmaker and 
one experienced watchmaker on per- 
manent basis; excellent working 
conditions, group life insurance and 
medical and surgical benefits; give 
references in first letter and salary 
expected; apply Friedman’s Jewel- 
ers, 101 W. Broughton Street, Sa- 
vannah, Georgia. 














SALESMEN : nationally known diamond 
ring house adding to our sales organiza- 
tion; have open territories south and 
middle west; men with established re- 
tail jewelry store following need apply; 
$10,000 drawing account against com- 
mission; give detailed antecedents in 
first letter; our men know of this ad: 
all information kept in strict confidence. 
Address t., 2358,” care of JC-K 





TWO salesmen wanted by wholesaler 
carrying every top line jewelry, light- 
ers, appliances, clocks, silverware, etc. : 
one to cover Virginia, West Virginia, 
Tennessee and another for Florida, 
Georgia, Alabama, Mississippi; contacts 
to be made now, line available January 
Ist; all replies held in strictest con- 
fidence ; our men know of this ad. Ad- 
dress “S., 2309,” care of JC-K. 


WATCHMAKERS and ‘department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St., 
Toledo, Ohio. 














WATCH salesmen with tatictias 
among fine retail jewelers; watch 
experience desirable but not essen- 


’ 
| 








j 
| 


| 


tial; opportunity to grow with re- 
spected organization; a few choice, 
protected territories available; $10.,- 
000 drawing against liberal commis- 
sion; our men know of this ad; re- 
plies confidential. Address, “F., 
2404,” care of JC-K. 





WANTED; combination watchmaker 
salesman; high character; must be 
qualified workman, some diamond set- 
ting experience preferred, but will con- 
sider without: small store, certified 
gemologist, well established with fine 
reputation in college town with good 
schools: excellent opportunity for 
family man who desires security and 
permanence; write or call Charles 
Elliott, 410 eam Manhattan, Kansas. 


SALESMAN, southern territory open 
for aggressive, experienced man, to 
represent manufacturer of outstand- 
ing nationally advertised line of 
ladies’ and men’s 14K jewelry and 
distinctive gold watches; many estab- 
lished accounts; resident preferred ; 
drawing against commission; other 
line considered. Chesterfield Jewel- 
ers, Inc., 33 West 46th Street, New 
York, New York. 


MANAGER, for 








credit jewelry store; 
town of 30,000: volume $60,000; un- 
usual opportunity for experi need, 
imaginative and energetic man to take 
over management beautiful, recently 
modernized 45 year old store and he- 
come permanent part of pleasant, me- 
dium sized midwest community; earn- 
ings limited only by ability to conduct 
profitable business; state age, experi- 
ence, salary required. Address “H., 
2373,” care of JC-K. 





WANTED; retail jewelry salesman, [l- 
linois; we are looking for a good ex- 
perienced salesman for a chain store 
operation; position is to relieve man- 
agers for vacations, produce sales and 
assist under management in training 
regular personnel in stores; prefer sin- 
gle man as requires constant travel 
since will just spend few weeks at a 
time per store; good opportunity for 
advancement. Irv. Spritz, 55 East Wash- 
ington Street, Chicago. 





SALESMEN wanted; a well established 
large manufacturer of a popular priced 
line of silver plated hollowware is look- 


ing for good representation for the 
following territories: one man for New 
England territory, State of Pennsyl- 


vania and New York State, except 
Greafer New York City; another man 
for southeastern or southwestern ter- 
ritory; straight commission; no objec- 
tion to one or two short side lines; ours 
is a major line: have well established 
accounts. Address “L., 2405,” care of 





JC-K. 
JEWELRY salesmen, retail following, 
compact money making iine, sell 


patented Vari-Gem gold stone rings; 
only line where retailer himself can 
interchanges and securely reset a variety 
of birthstones and onyx stones in a 
Vari-Gem ring in 60 seconds: dynamic 
sales producing promotion program; ex- 
cellent commission; territories open 
Michigan, Ohio, Illinois, Texas, Loui- 
siana, Maryland, Washington, D. C., 
Virginia and West Virginia; protected 
territories; supply references and ex- 
perience; confidential. David Pfeffer 
Company, Inc., 106 Fulton St., New 
York, N. Y. 








For Sale 


Stores, Stocks and Businesses 





FAYETTEVILLE, North Carolina; live 
wire credit jewelry store for sale: 
location. Write P. O. Box 2258, Raleigh, 
North Carolina. 





NORTH CAROLINA, Piedmont section; 
credit jewelry store for sale; 100% 
location. Address “B., 2410,” care of 
J 














WELL established modern jewelry store 
with blonde fixtures in suburban Den- 
ver; price complete aah 000. Address 





“B., 2411,” care of JC- 
CAPD Cod: genie’ and watch repair 
business, good stock: modern fixtures, 


one man operation, inventory approxi- 
mately $9,000. Write Mrs. Eastman, Box 
494, ecieswastan incited Mass. 


JEWELRY and watch repair, New Yotk 
City near Stuyvesant Town; estab- 
lished 16 years; $2,000. GRamercy 
5-6965 weekdays 2-5, or Address “L., 
230,”" care of JC-K. 





— 








wholesale or 
offices 


JEWELRY establishment, 
retail; small but complete shop, 


and showroom; finest location in New 
York City. Address “S., 2407,” care of 
JC-K. 





ONLY jewelry store in small college town 
near Santa Barbara, California; estab- 
lished 1940; $9,500 including stock and 
fixtures; ideal for watchmaker. Jef- 
frey’s Jewelry Store, Goleta, California. 








SANTA Barbara, California; department 
store established eleven years; will sell 
or lease going jewelry concession ; 100% 
location: will finance accounts receiv- 
able. Address “W., 2414,” care of JC-K. 


ESTABLISHED jewelry store near San 
Francisco 7 International Airport; 
rapidly growing community; four @is- 
play windows, corner location; lease 
with option; illness. Address “B 2383,” 
care of JC-K. 














EXCELLENT opportunity, jewelry 








store, 

Times Square area, low rent, air con- 

ditioned, perfect for watchmaker; must 

sell: ne stock; only $1,500. Nica’s 

Jewelry, 171 West 47th St., New York 
City. 

JEWELRY store in Greeley, Colorado; 


college town of 25,000 in rich agricul- 
tural area: modern fixtures, excellent 
location; established reputation since 





1925. Garretson Jewelers, 826 Ninth 
Street. 
JEWELRY store, thumb of Michigan: 


very modern, well established, good lo- 
cation, clean stock; excellent repair de- 
partment; growing community; priced 
to sell; have other interests. Address 
“F., 2361,” care of JC-K 





JEWELRY watch repair business, mod- 
ern fixtures, clean stock $6,000, worth 
more, ideally located, doing good busi- 
ness, good lease, low overhead; sub- 
urban Pontiac, Michigan. Address “B.., 
2416,” care of JC-K. 


LAPIDARY and stone house, semi-preci- 
ous and imitation; northwest one man 
business; $8,000 includes inventory and 
2 months’ training by present operator ; 
45 years’ experience; retiring. Address 
“G., 2363,” care of JC-K. 











——————————— 


NORTHERN New York modern credit 
jewelry store established 20 years; 
great potential with St. Lawrence sea- 


inventory, excellent location 
have good reason to sell. 
2,” care JC-K. 


way; no 
and lease: 
Address “F., 175 





FOR sale; jewelry store in small! Cali- 
fornia town in the heart of a rich 
agricultural valley; old established 
business; $40,000 stock; wish to re- 
tire. Address “B., 2364,” care of 
JC-K. 





MODERN jewelry store; long lease, ex- 
cellent for watchmaker; fixtures and 
clean inventory, long established 
concern; doctor’s orders, go west. 
Doyle Stone, Grant St., Dennison, 


Ohio. 





(Continued on page 246) 








— ny 


FOR OCTOBER, 1956 





(Continued from page 245) 














FOR SALE—Continued 





[ 


SOUTHERN California, smog-free, 60 
miles from Los Angeles, attractive, 
modern, completely equipped jewelry 
store; S. & H. Green stamp franchise, 
clean inventory; sacrifice under $9,000: 
— terms. Hub Jewelers, Colton, 
,alif. 








SMALL Jewelry store, thirty year estab- 
lishment in central New York popu- 
lated area of over 265,000 and grow- 
ing rapidly; small inventory, per- 
fectly situated for watchmaker, on 
main street. Address “L., 2368,” 
eare of JC-K. 





JEWELRY store watch and clock repair- 
ing; more work than one man ean 
handle; excellent prices; low overhead: 
a location well known all over Long 
Island since 1913; on account of old age 
retiring from business: small invest- 
“9% © es - ed Jewelers, Great Neck, 





— -_ $$$ — 


TWO established jewelry stores located 
in Ohio cities of 15,000 to 25,000 popu- 
lation; top locations, long low priced 
leases; modern stores and doing nice 
business volume; will sell together or 
individually at once giving you the op- 
portunity to cash in on Fall and Christ- 
mas business. Address “P., 2402,” care 
of JC-K. 





For Sale 


Tools, Equipments 








USED double faced neon sign, 8’ x 4’: 
reads Credit Jewelers: sacrifice price: 
contact Busch Jewelers, Rockford, Illi- 
nois., 


COMPLETE: 3 sets of tools for 
expansion watchbands: 1 ;s 
ratchet; 1 set for men’s lock: 1 set for 
ladies’ lock; will sell reasonable. Clas- 
sique Mfg. Co., Inc., 181 Water St., 
Pawtucket, Rhode Island. 


Business Opportunities 











— 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 

















ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago 26, Ill. 








JEWELRY — China — Objects D’art; 
Auction service. See page 144, 
Thomas J. Faussett, Howell, Mich. 








COLMES BROS., buyers and liquidat- 
ors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 
Massachusetts. 

SAMUEL Gansberg will buy your surplus 
or entire stock and fixtures; highest 
prices paid; bank and trade references. 
Write 15 Maiden Lane, New York, Tele- 
phone Rector 2-6565. 





DIAMOND cutter interested in tieup 
with jewelers or diamond wholesal- 
ers middle west, south and south- 
west. Address “F., 2345,” care of 
JC-K. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock: get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 





IF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sale; Colmes & Brill, 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 
ad page 226. 





GORDON Sales, Inc., 83-85 Cornhill, 
Boston, Mass. , LA 3-8413; a service 
for quality jewelers; will purchase 
your store as a going business and 
pay spot cash; will finance a re- 
organization and _ reactivate your 
operation on a sound basis; or will 
liquidate your entire inventory with 
results guaranteed by cash in ad- 
vance; write, wire or phone in strict 
confidence. 





DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone: Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 151 for additional details. 


Wanted to Purchase 





WANTED to buy: jewelry store in the 
State of Illinois: send full details in 
your reply. Address “R., 2367,” care 
of JC-K. 





WILL buy used New Hermes Engraving 
machine or prefer to make even trade 
one Model 800 Elliott Addresser. Dubs 
Jewelers, 1418 Newcastle St., Bruns- 
wick, Georgia. 


WANTED; store in Ohio; I want to buy 
a going jewelry store in community 
between 25,000 and 65,000 popula- 
tion; if interested, send size of room, 
lease figures and inventory or ac- 
counts valuation; confidential. Ad- 


dress “*S., 2274,” care of JC-K. 








CASH for your surplus merchandise; we 
buy everything that is handled in a 
jewelry store; watches, diamonds, rings, 
jewelry, silverware and fountain pens; 
check sent same day; all shipments 
held intact for your approval; refer- 
ences, Dun & Bradstreet, First City 
National Bank, Houston, Texas. Dia- 
mond Jewelry Company, 1003 Fannin 
St., Houston, Texas. 





$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas, 














SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 


dolph 6-7390. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for vour 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade. Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


COC AMBRE ELE SBE LETREEETE LE ARLE AAA BOEBEE PET 
Watch Work, etc., for 


the Trade 


BOSTON, Mass.: expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service; prices on request: mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 




















FINE watch repairing for the trade; 
work guaranteed for 1 year: 3 
days service; watchmaster tested : 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, 
Til. 





QUATITY jewelry and watch repairing 
skillfully performed; fast. accurate 
service our specialty; vour trial ship- 
ment and inquirv solicited. Oscar 
Aron, 62 West 47th St... New York, 
N. Fe 


Special Order Work and 
Repairs for the Trade 








GEM stone engraving, gold encrusting, 
seal engraving; special orders, drilling, 
precious, semi-precious stones: manu- 
facturer. Paul Emil Berg, 117 West 
46th St., New York 36, N. Y. 





HOLLOW handle flatwear repaired for 
retail, wholesale trade; new modern 
steel blades furnished, any style, any 
finish, $1.75 each. Bzdula & Sherman, 
123 Van Buren St., Taunton, Mass. 





ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished 
and cut: fraternal emblems encrusted ; 
stone and gold seal engraving: special 
orders. Harry Braunfeld, i08 Fulton 
Street, New York City. 


To Let 


JEWELRY shop; three benches, power 
and hand rollers, polishing lathe, etc.; 
everything you need; Uptown New York 
City. Address “S., 2408,” care of JC-K. 








Miscellaneous 





SPACE wanted; now employed: watch- 
maker, ring sizer, school trained, 12 
years’ experience; will go anywhere in 
U. S. A., will pay rent or do all store 
repair; have first class outfit, nothing 
for store to buy; single and neat ap- 
pearing. Address “G., 2362,” care of 

-K. 
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Cho Goo Baeecluaron, 


Are You Offering Your Best? 


* Are you happy about your business today? Are you 
optimistic about its future and that of the country? 

If you're like the great majority of American business- 
men—according to recent nationwide polls—then you 
believe that our country is headed for even greater peaks 
of prosperity than currently being enjoyed. Right now, 
government authorities in a position to judge, anticipate 
that by the end of this year the gross national product 
will be running at an annual rate of $419 billion; a level 
no one dared envision even so recently as two years ago. 

Returning to our opening questions, “Are you happy 
about your business today and are you optimistic about 
its future and that of the country?” has it occurred to 
you that you are not alone in your present feeling of 
security and confidence? 

Has it occurred to you that the great majority of your 
neighbors and prospects also are enjoying the material 
fruits of the recent years of prosperity and are looking 
jorward to better. 

By better we mean better; not more, but better. 

Most Americans have already taken to themselves a 
good many of the things they need, the conveniences 
they have come to accept as rightfully theirs—auto- 
mobiles, electric refrigerators with freezers, televisions 
(21 inch), automatic washers with companion dryers, 
lawn mowers with supplementary power machines, good 
furniture on wall-to-wall carpeting, the latest in sports 
equipment for use at a good private or open country club 

or to be enjoyed on the water in conjunction with a 
powerful and silent outboard motor. We could go on 
down the line but we needn’t make a political campaign 
presentation to draw for you a picture of the comfort- 
able position of the average American today as regards 
his material possessions. True, not all families have all 
these symbols of prosperity, but the great majority have 
those possessions which represent to them greater secu- 
rity than they ever had before. Is this not so with you 
personally ? 

What then, are your immediate personal wishes and 
desires? On what do you want to spend? Do you want 
three automobiles if you have two? Do you want two 
sets of washing machines—an extra refrigerator—two 
sets of golf clubs? Do you want to smoke more cigar- 
ettes 7 

Of course not. But, you would like better things. The 
immediate future will most likely see you buying better, 
spending better, shopping better. 


It is not a cancer scare that accounts for 25 per cent 


of the domestic sales of American Tobacco being in filter 
tips. (Two years ago they accounted for only 10 per 
cent). This increase is due rather to the desire of Amer- 
icans to live it up to the level of their current mood of 
high confidence. 

Is there any other reasoning to account for the fact 
that four-door hardtops represented 12 per cent of the 
autos sold this year, though they were introduced only 
two years ago, or that 11 per cent of sales are in station 
wagons—the only passenger car type which sells at a 
higher price than the 4-door hardtop? 

Look in the direction of any commodity or service you 
wish and you find Americans hungrily searching for 
opportunities to “buy better.” 

Now, turn your head and look at your own store, 
your own stock, your own displays, your own merchan- 


dising, your own advertising. 

Are they geared to appeal to this present mood of 
America? Are you featuring the attractive virtues of 
bigger and better diamonds, better china, better watches, 
better hollowware—better personal leather goods, better 
gift items, better jewelry? You certainly should, for it 


is doubtful if ever—certainly, at no time during the past 
twenty-five years—the American jeweler has had such 
a market for the better items, which characterize his 
stock. Never has the mood of the majority of people 
been so strongly directed toward better grades of mer- 
chandise. 

Never has the American public at the same time been 
so financially able to indulge that mood. 

Never has every jeweler, regardless of his aggressive- 
ness, been faced with the prospects of so big a Christmas 
as this year’s Christmas can be. 

Never has the alert jeweler had such a fertile field “to 
work for all it is worth” as the period between now and 
December 25, 1956, the date when the American public 
will probably have ended the greatest spending spree 
ever indulged in by any group of people in the history 
of the world. 

Characteristic of that should be a new high in the 
volume sales of better things. 

Is this opportunity? 
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NOW UNTIL NOV... 


Feature the best deal 
the most-wanted patterns! 


SAVE ‘20 ON 20 EXTRA PIECES 


Lads 1847 ROGERS BROS. PRE-HOLIDAY SPECIAL! 


| BUY THIS ‘piece Service for 8 GET THIS Aussie ceariricate 
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HERITAGE 


4 PLACE SETIINGST-—— 


20 EXTRA PIECES! 
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$20.°%° 








Seen in LI FE October 8 issue 


Now’s the time to really build your business on 
‘‘bread-and-butter”’ silverware sets — regular 
52-piece sets of 1847 Rogers Bros. at full profit. 


Time to spotlight the best deal—your Pre-Holiday 
Silver Special. No extra pieces to buy, no extra 


inventory to Carry. 4 R 4. r R O G E Fe S 8 Re O i e 


p.s. This month (LIFE, October 8 issue)—your . aap 
customers will see the full-page announcement for America’s Finest Silverplate 
this Pre-Holiday Special. Made only by The International Silver Company, Meriden, Conn. 
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FOR JUST $4°° ExTRA 


your customers 
will get this 


“TRAY FULL”’ 


OF 12 EXTRA PIECES 


(WORTH $15.00) 


with the purchase of this 
34-piece Set for & of 


ROG ewse 


SILVERPLATE BY ONEIDA LTD, 
SILVERSMITHS 


eeeeeaeooeee es. 


HANDSOME CHEST 
INCLUDED WITH 
34-PIECE SERVICE 


* 


8 knives 

8 forks 

8 soup spoons Mew > 
). “4 

Lilac Site 


8 teaspoons 


at the consumer price of . 
P 1 butter knife 


YO 


Here is a truly spectacular offer that will delight 
dealers as well as customers. 


1 sugar spoon 


Re eeceeeeeeeeeeeeeeeeeee er 


PLUS! A TRAY FULL 
OF 12 LOVELY PIECES « 
FOR ONLY $1.00 4 
Your customers can choose any one of these f 

; sponte paling ape 8 extra teaspoons, 
beautiful patterns in fine silverplate—and get a | 
whole 12-piece tray full of silver for just one extra 
dollar when they buy the regular priced Service 

ted at 
for Eight! 

Don’t miss out on your chance to promote profits 

. display this sensational offer now! 

Nationally Advertised in Look and True Story 


l serving spoon (@ 


1 pierced 
serving spoon 


1 serving fork 


1 dessert server 





Beautifully designed 
Butter Serving Set 


being sold at the AFC Me. i y , | ™~ I S § l 
special introductory r 

price of only eeeeeeeeeeeeeeees | ew _— ., 

$395 Created in the | # cual 43. RO G E R S %2: 


VERSMIT} 


(plus Fed. Tax on Dish. Design Studios of - 
Oneida Ltd. Silversmiths i SILVERPLATE ev ONEIDA LTD 


Regular $6.00 value! 
Full profit, too! *'Trademarks of 


Oneida Ltd. 








